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WAR YEAR 


Merchandise 


HIS, the Twenty-second Annual Statistical Issue of 

ELECTRICAL MERCHANDISING is the record of the effect 

of one year of war on the electrical appliance industry. 
A part of the record can be stated in one sentence—The elec- 
trical appliance industry, so far as production and sale of new 
goods is concerned, has come to a stop. But there is more to 
it than that. As an industry it must continue to perform the 
vital function of keeping many millions of appliances in opera- 
tion . . . as an industry it must maintain a working structure 
for this purpose and as the basis for serving the vast accumulated 
demand that is sure to express itself in a huge postwar business. 

The greatest interest by all elements of the trade is in the 
question of dealer survival. How many dealers have been forced 
out of business by the shortage of merchandise? How many 
more will be forced out of business by a total lack of merchandise 
and the inability to pay expenses on service alone? 

On the first of these problems this issue offers some facts; on 
the second an informed conjecture. The facts, as shown in the 
survey of dealer mortality in 1942, are from such a broad 
sample of communities with such a good aggregate of dealers 
as to present a credible national picture. As an examination 
of the table on page 9 will show, this dealer mortality varies 
greatly from one community to another. This unquestionably 
accounts for the very high rate of dealer mortality shown by 
some previous studies of this subject made in one section of the 
country. But this, the first survey national in scope, gives a 
mortality rate of just under 20 percent. 

In accepting this figure as approximately accurate, it is well 
to bear in mind that dealers for a considerable part of the year 
did have merchandise to sell. The news emphasis having been 
placed thruout the whole year on stoppage of manufacture and 
freezing of stocks, we are likely to overlook this fact. Also, due 
to the eagerness of the public for what goods were available, 
sales expenses were, by a majority of dealers, kept to a minimum. 
The extent of the volume of appliance sales in 1942, and the 
size of a trade which such volume could support, is best realized 
by recalling the nearest former year of comparative volume. 
As for instance, the 225,000 electric ranges sold in 1942 com- 
pared with the year 1935, when 215,000 were sold; the 520,000 
electric refrigerators in 1942 compare with the year 1928, when 
the volume was 535,000; the 685,000 volume of floor and hand 
vacuum cleaners compares with the year 1933, which had a 
volume of 739,000. For a comparable year to the 1942 electric 
washer volume of 448,000, we have to go clear back to 1922, 
when the figure was 423,000. 


. 
Service 
_peerneee into 1943 we have no such quantities of new 


merchandise to help carry the remaining dealers through. 
Their chief dependence, therefore, must be on the performance 
of service. 
This question of service, both from the aspects of maintaining 
appliances in operation and sustaining dealers in business, has 
during the past year come more and more to the front. The 


concern about the supply of repair parts has now been some- 
what abated. There seems now to be a good prospect that 
essential service parts will be manufactured. There is, how- 
ever, very real and justified concern over the availability of 
service workers. Trained men have been lost, and. will have to 
be replaced, and the new workers will have to undergo a period 
of training. Utilities and local associations have been working 
with trade schools to provide this necessary training and the 
prospect is fair that at least a minimum supply of proper service 
help can be obtained. 

These dealers will also be able to do a certain amount of busi- 
ness in second-hand appliances. The trouble with the second- 
hand appliance business is the government’s regulations on price. 
Regulation 139, covering the price of second-hand refrigerators, 
has provoked general criticism. Its rigid requirements and 
the low prices fixed, make it difficult or impossible for a dealer 
to operate within the regulation and even cover his necessary 
expenses. 

A similar order has just been issued on used vacuum cleaners, 
but it is too early to say whether or not this order suffers from 
the same defects as that applying to refrigerators. But it adds 
another burden to the already over-burdened appliance dealer 
in the observance of strict rules which in most cases he finds 
not altogether workable. 

The appliance dealer in the past has proved himself ingenious 
and resourceful in meeting his many and various problems. 
During the coming year he will certainly need these qualities 
more than he ever has in the past. 


Nutrition 


ERHAPS the most significant development of 1942 with 

the appliance trade and the electrical industry was the 
development of nutrition programs. These programs, initiated 
and developed by leading appliance manufacturers have been 
taken up and are being actively promoted by utilities. It is 
most fortunate that these far-reaching educational activities 
are so well under way now that we are faced with the immediate 
prospect of the rationing of foods. 

Here we have a third step in the relation of appliance produc- 
tion and distribution to the home. We are demonstrating on 
a very wide scale the vital importance of electrical home products 
to the health, energy and well being of our whole American 
people. Confined at the beginning largely to factory employees, 
with food rationing these nutrition programs will be important 
to all our other people as well. The public has had a high 
regard in the past for our electrical products and services 
but the result of these nutrition programs ought to be an even 
greater and more firmly established structure of public good will. 


Eprroa 





McGRAW-HILL PUBLISHING COMPANY, 


INC. 


JAMES H. McGRAW., Founder and Honorary Chairman 


James H. McGraw, Jr. Howard Ehrlich Mason Britton 


President Executive Vice-President Vice-President 
B. R. Putnam Joseph A. Gerardi J. E. Blackburn, Jr. 
Treasurer Secretary Director of Circulation 


Publication Office, 99-129 North Broadway, Albany, N. Y. 
EDITORIAL AND EXECUTIVE OFFICES, 330 W. 42nd ST. 
NEW YORK, N. Y. 








Electrical Merchandising, January, 1943, Vol. 69, No. 1. Published monthly, Price 25c 
a copy. Allow at least ten days for change of address. All communications about sub- 
scriptions should be addressed to the Director of Circulation, Electrical Merchandising. 


330 West 42nd Street, New York, N. Y. Subscription rates—United States, Mexico, and 
Central American countries, 50c a year, 75c for two years, $1.00 for three years. 
Canada $1.00 a year, $1.50 for two years, $2.00 for three years, payable in Canadian 
funds at par. Great Britain and British Possessions 9 shillings for one year, 18 shil- 
lings for three years. All other countries $1.50 a year, $3.00 for three years. Entered 
as second class matter August 22, 1936, at Post Office, Albany, N. Y., under the Act 
of March 3, 1879. Printed in U. S. A. Cable Address ‘“McGrawhill, New York.’* Mem- 
ber A.B.P. Member A.B.C. Copyright 1943, by McGraw-Hill Publishing Co., Inc., 330 
West 42nd Street, New York, N. Y. 














O YEARS SALES and RETAIL VALUE of 



































nd 
E | T , | 
Sc TY 

1933 1934 1935 1936 1937 
a errr 
Number Retail Number Retail Number Retail Number Retail Number Retail Numi 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold Valuc Sol: 
7 

CLEANERS, VACUUM: 

Floor Type 547,536 $27,376,800 722,367 $39,720,185 906.049 $50,439,748 1,149,492 $62,359,941 1,285,215 $69,776,% 1,01 

Hand Type 191,818 2,894,530 246.009 3,835,280 294,891 4,270,021 361,461 5,096,600 421,121 5,798.4 28 
CLOCKS 2,000,000 12,000,000 2,100,000 13,200,000 2,310,000 8,940,000 3,000,000 12,000,000 2,876,811 13,866,2 2,50 
FANS: 

Ceiling 34,950 1,083,450 55,920 1,733,520 054 1,457,788 39,668 1,314,200 38,325 1,318, 2 

Desk and Bracket 599.000 3,434,100 958,400 5,494,560 1,363,215 9,700,552 1,279,600 9,724,960 1,913,834 13,588.) 1,20 

Attic ~ tenet «itech «ae ekemeea ee re ee 8,522 *1,095, 

Other Vent. up to 16 in 15,300 306 , 000 26,780 524,600 49,110 785 ,760 70,752 1,185,800 86,182 1,614,) 5 
FLASHLIGHTS 

Cases 4,500,000 1,800 000 5,500,000 2,200,000 6,000,000 2,520,000 7,800,000 3,020,000 9,000,000 4,900.0 }._9,00 

Battery Cells 125,000,000 10,000,000 | 150,000,000 12,000,000 | 164,000,000 13,120,000 | 175,000,000 15,750,000 | 183,000,000 16.012.% | 175,00 
HEATERS, RADIATORS 184,820 392,640 304 , 863 670 ,700 342,485 804 840 400 000 900 , 000 482,950 1,835.) 38 
HEATING PADS 356,687 1,494,520 419,913 1,940,000 482,900 - 2,231,000 540,000 2,494,000 1,013,550 2,959.4 77 
HOT PLATES, GRILLS 392,490 746 ,730 394 , 439 990 , 000 433,364 1,089,000 476,000 1,200,000 512,000 1,228,¢ 40 
IRONING MACHINES 69,991 3,411,230 116,069 6,196,420 143,856 7,860,291 180,281 10,384,185 178,858  12,520,' 11 
IRONS, Total 2,430,400 8,594,300 3,968,215 13,161,371 3,719,007 14,894,934 3,765,559 16,670,122 4,157,050 16,086,5 3,50 

Automatic apis aaa 1,358,522 7,811,501 1,737,320 10,337,054 2,255,910 12,971,482 1,867,300 10,774,° 1,65 

Non-Automatic 2,609,693 5,349,870 1,981,687 4,557,880 1 ,649 3,698,640 2,289,750 5,312," 1,85 
LAMPS, INCANDESCENT: 

Total — All Types 617,550,000 115,740,000 | 625,889,000 127,572,000 | 740,166,000 133,529,000 | 883,100,000 145,500,000 | 935,500,000 152,615,@ 803,00 

Residential 128,290,000 22,912,000 | 147,460,000 25,797,000 | 157,141,000 24,930,000 | 173,700,000 26,400,000 | 181,100,000 26.567.¢ 175,00 

Commercial 161,221,000 49,583,000 | 174,006,000 53,009,000 | 182,476,000 50,958,000 | 205,200,000 52,700,000 | 237.100,000 59.405. 237,00 

Industrial 49,890,000 17,005,000 58,218,000 19,432,000 73,422,000 22,274,000 83,600,000 23,300,000 88,500,000 24,153,@ _75,00 

Miniature 278,149,000 26,240,000 | 246,205,000 29,334,000 | 327,127,000 35,367,000 | 420,600,000 43,100,000 | 428,800,000 42,490, 316,00 
MIXERS 350,000 6,125,000 413,753 7,100,000 447.748 8,449,000 +++ +e +++ " 
OIL BURNERS, Total 85,100 33,529,400 103,350 35,735,000 165,000 57,131,250 224,850 75,430,100 218,874 71,647,4 20 

Conversion Saban El sat edaveced = gen toeenes % Colas 193,057 56,565,7 17 

EES SEE Bey ae OTs PPR ee ~ Pa eaieih some h iy siiblieis, si oleic es 14,431 8,557,8 1 

Direct Fired Air Cond. 

Sa: ee er es. nl) ee | REE NW ee | eS ee. eee 11,386 6,524,/ 1 
OIL SPACE HEATERS 247.283 15,850,800 371,210 28,100,600 450,000 33,705,4 30 
PERCOLATORS: 

Metal 219,000 1,846,170 287,207 2,345,000 327,172 2,591,200 515,000 2,279,576 428.0% 2,260,5 28 

Glass 76,000 491,720 100 ,000 647 ,000 118 ,000 763 , 460 150 ,000 900 . 000 950,032 3,733.0) _ 94 
RADIO RECEIVERS 3,806,000 231,000,000 4,084,000 270,000,000 6,027,000 330,000,000 8,248,000 450,000,000 8,065,000 450,000,¢ | 7,10 
RANGES 50,000 7,100,000 123,000 15,990,000 215,000 27,305,000 318,000 41,413,140 405,000 54,270, ¢ 27 
REFRIGERATORS: 

Household 1,016,000 172,720,000 1,283,000 220,676,000 1,568,000 253,648,000 1,996,000 327,344,000 2,310,000 395,010,¢ | 1,25 
ROASTERS 100,000 1,500,000 225,000 4,500,000 250,000 5,045, 22 
ROOM COOLERS EE! GPa en Pettey 5,000 2,300,000 10,000 4,600, 1 
SANDWICH TOASTERS 407 ,500 146 250 440,100 1,760,000 470,000 2,250,000 938,300 3,180,¢ 76 
SHAVERS, DRY. 43 234 76 616 419 933 RL. s0-4aceuee) 1,580,000 25,280,” } 1,30 
STOKERS: 

Residential 14,212 4,263,600 23,214 6,964,200 41,126 12,337,800 78,110 23,433,000 93,519 28,429.) 8 

Apt. House 1, 206 964 , 800 2,282 1,825 , 600 3,162 2,529,600 4,785 3,828,000 5,002 2.876. 5 

Small Commercial 1,098 1,317,600 1,074 1,288,800 1,328 1,593,600 1,783 2,138,400 ’ 8/0, 
TOASTERS, Total 952,500 5,715,000 1,783,673 8,740,000 1,886,088 9,788,000 1,800,540 10,459,397 2,222,970 12,650,¢) 1,99 

Automatic 436,540 5,753,597 650,900 8,539,) _ 58 

Non-Automatic 1,364,000 4,705 ,800 1,563,070 4,110.4) 1.41 
WAFFLE IRONS 447,345 2,031,052 634,298 3,070,000 772,215 3,684,000 810,000 4,374,000 940,375 4,795.4) 85 
WASHING MACHINES: 

Electric ¥ 966,698 59,935,276 1,121,137. 72,873,905 1,228,774 79,931,748 1,528,585 100,947,753 1,465,405 105,860,4 1,03 

Gas Engine 63,383 5,514,321 119,147 10,723,230 184,987 16,669,178 200,550 18,211,945 176,614 17,007,¢ 10 
ke ko Oh -cbebieneaeme? aaa 70,000 5,390,000 104,000 7,609,680 115,000 9,500.4 9 

These figures are compiled by Electrical Merchandising, from sales records of associations and Or 
manufacturers and from estimates made by association executives and leading manufacturers. 
Oil burner figures courtesy Fueloil & Oil Heat. Copyright Electrical Merchandising 1943. P. 


JANUARY, 


1943—ELECTRICAL MERCHANDISING 





— 


(HE LIBRARY Oy 
CONGRESS 


Merchandise ria 








1938 1939 1940 1941 1942 
—— 
etai Number Retail Number Retail Number Retail Number Retail Number Retail ' 
alue Sold Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
amine 
CLEANERS, VACUUM: 
176. 5 1,010,263 $58,188,520 1,124,163 $63,875,518 1,384,839 $75,819,395 1,734,369 $93,655,925 600,000 $32,400,000 Floor Type** 
798. 4 285,411 4,368 ,534 312,035 4,939,018 358 , 604 5,375,474 383 , 481 5,602 ,650 85 ,000 1,241,850 Hand Type 
366, 2) 2,500 , 000 12,000 ,000 3,227 ,038 15,489 , 782 3,600 ,000 17 ,600 ,000 5,400 ,000 27 ,000 ,000 2,000 ,000 10 ,000 ,000 ——— 
318, 3 23,761 931,430 24,943 823,125 27 .950 876 , 200 30 ,590 902 , 400 23,450 736 , 300 Ceiling 
588, I) 1,206 , 863 8,508 , 385 1,501,734 10,572,207 1,681,900 10 ,663 , 250 1,984 ,650 14, 587 , 200 1,887 ,000 14 ,847 ,070 Desk and Bracket 
095 10 , 946 *1,494,130 15,000 *1,875,000 20 ,000 *2 500,000 22,100 2,121,600 15 ,000 1,485 ,000 Attic* ; 
614. } 58 ,432 1,181,495 84,580 1,704,300 107 ,000 1,923,850 116,800 2,044,000 140 ,000 2,527 ,000 Other Vent. up to 16 in. 
FLASHLIGHTS: 
900. « 9,000 ,000 4,050 ,000 10 ,000 ,000 4,500 ,000 11,000 ,000 4,950 000 15,000,000 7 ,500 ,000 17 ,040 ,000 8 520,000 Cases 
012. 1175,000,000 15,500,000 | 181,000,000 15,800,000 | 195,000,000 17,000,000 | 300,000,000 26,000,000 | 322,500,000 29,025,000 Battery Cells 
835. 388 , 100 1,540,750 400 , 600 1,674,500 528 ,000 1,974,750 564 ,000 2,312,400 84 ,000 344,400 | HEATERS, RADIATORS 
959 ¢ 774,075 2,182,900 878 , 900 2,592,755 931,500 2,775 ,870 1,117,800 3,632,850 692 ,400 2,942,700 | HEATING PADS 
228. 409, 1,024,000 432,200 1,063 , 200 415,000 1,033,350 547 ,800 1,429,750 200 ,000 530,000 | HOT PLATES, GRILLS 
520.( 110,540 8 865 , 308 127 ,093 8 700 ,786 175,466 10,219,140 259,668 14,489,056 66 ,090 4,850 836 | IRONING MACHINES 
086, 5 3,505 , 400 13,747 , 150 4,993,278 17 , 957 ,835 5,171,000 18 ,853 , 500 5,585 ,000 21,099,750 1,145 ,000 4,973,250 | IRONS, Total 
774.2 1,653 ,690 9 525250 2,339,858 11,441,900 2,597,000 12,959,000 2,900,000 14,790,000 830 ,000 4,233 ,000 Automatic 
312." 1,851,710 4,221,900 2,653 ,420 6,155,935 2,574,000 5,894,500 2,685 ,000 6,309,750 315 ,000 740 , 250 Non-Automatic 
7 LAMPS, INCANDESCENT: 
615,@ 803,000,000 128,416,000 975,505,000 148,608,000 [1,115,473,000 176,511,000 }1,332,135,000 233,959,000 |1,170,000,000 253,800,000 Total—All Types 
567 . 175,000,000 23,975,000 190,209,000 25,108,000 221,733,000 33,034,000 j j } Residential 
405.@ 237,000,000 55,221,000 255,397,000 59,763,000 272,897,000 61,511,000 726 603,000 169,880,000 780,000,000 194,000,000 | > Commercial 
153.@ .75,000,000 19,200,000 88,081,000 22,637,000 99 333,000 32,021,000 ( ( Industrial 
490.0 316,000,000 30,020,000 441 818,000 41,100,000 521,510,000 49 945 .000 595 ,532 ,000 # 64,079,000 390,000,000 59,800,000 Miniature 
: tts. 4 _— 400 , 000 7 ,000 ,000 460 ,000 10, 120,000 510,000 11,220,000 306 ,000 6,732,000 | MIXERS 
647.4 201,858 61,813,814 247,655 69,284,930 302 , 868 85 ,491 , 800 321,564 107,061,950 99 ,514 32,809,200 | OIL BURNERS, Total 
565,17 176,340 47,788,140 211,532 50 ,767 , 680 249 ,072 58 ,033 , 800 237 .779 59 ,444,750- 71,658 19 490 , 300 Conversion 
557 ,# 14,226 7,881,204 19,215 9,742,000 26,614 12,951,200 32,734 17,905,500 9,313 5,289,800 Boiler Burner Units 
i Direct Fired Air Cond. 
524,/ 11,292 6,244,470 16 908 8,775,250 27,632 14,506,800 51,051 29,711,700 18 ,543 8,029,100 Units 
705, 4 305,000 21,075,500 340 ,000 21,420,000 390 , 000 25 ,603 , 500 446,000 31,197,700 ose anes OIL SPACE HEATERS 
’ PERCOLATORS: 
260,58) 285 ,411 1,498 , 400 543 , 399 1,847 ,550 675 ,000 2,058 ,750 614, 250 1,873,450 150 ,000 457 ,500 Metal 
733,07 947 ,940 3,687 ,450 1,130,351 3,752,750 1,198 ,000 3,941 ,400 1,327 ,000 4,909 ,900 1,010 ,000 3,737 ,000 Glass 
000, 0 | 7,100,000 250,000,000 10,538,000 355,000,000 11,531,000 347,841,000 13,700,000 415,795,000 3,799,000 177,575,000 | RADIO RECEIVERS 
270. | 275,000 39,875,000 335,000 49,245,000 450,000 62,775,000 728,000 103,376,000 225 ,000 oo¢ RANGES 
-_ REFRIGERATORS: 
010, ¢ 1,254,000 215,688,000 1,900,000 321,100,000 2,600,000 395,200,000 3,500,000 542,500,000 520 ,000 +e Household 
045, W 225 ,000 4,990 , 500 235 ,000 5,475,500 260 ,000 6,084 ,000 290 ,000 7 ,366 ,000 125 ,000 2,862 500 | ROASTERS 
, 600 , & 10,125 4,152,250 20 ,000 5, 200 ,000 23,000 5,175,000 30,750 _ ose eee ROOM COOLERS 
180.¢ 766,500 2,590,800 718 ,839 2,975,950 805 , 000 3,372,950 869 , 400 3,703 ,650 190 ,000 809 400 | SANDWICH TOASTERS 
280, ¢ 1,300,000 ~ 19,500,000 1,200,000 18,000,000 900,000 11,700,000 1,100,000 15,950,000 780,000 12,402,000 pic oy DRY 
429,’ 89,690 20,279,170 94,551 26,663,382 144,758 ose 182 ,956 +e9 90 , 100 see yo ag sane 
5 *** ** pt. rouse 
876, » 4,328 2,293 ,840 4,975 2,567 , 100 5,249 see 5 ,860 3,865 * 1 Senafl Commercial 
650, 0 1,996, 200 10 ,955 ,475 2,166,375 14,861, 200 2,272,000 15 ,000 ,950 2,640 , 840 17 ,945 ,700 salad see TOASTERS, Total 
,539, ! 583 , 350 7 , 338,550 847 .610 11 , 366 , 450 960 ,000 11,616,000 1,237 ,000 14,225,500 ee staal Automatic 
110.4 | 1,412,850 3,616,925 1,318,765 3,494,750 1,312,000 3,384,950 1,403 ,840 3,720,200 310 ,000 821,500 Non-Automatic 
,795,4 | 851,320 4,375,800 704 ,763 3,580, 200 740 ,000 3,700 ,000 777 ,000 4,195,800 175 ,000 953,750 | WAFFLE IRONS 
; .| WASHING MACHINES: 
860, 4 1,031,353 74,401,805 1,329,377 91,354,800 1,454,831 104,485,962 1,892,435 148,556,150 448,501 40,728,375 Electric 
007 ,¢ 106 , 261 9,734,570 103 ,879 9,164,200 97 ,835 8,670 , 137 122 ,000 10,773,820 32,898 3,041 ,420 Gas Engine 
500.4 | 99 650 9,137,905 102,270 9,024, 300 125,000 10,125,000 205,000 17,015,000 88 ,000 eee WATER HEATERS, Storage 




















On refrigerators, ranges and vacuum cleaners, 1942 figures represent sales to general public. Frozen stocks and sales on priorities are not included. 
***Figures insufficient for estimate. ‘*Attic fan prices do not include installation. **Vacuum Cleaner figures, floor type, include new and mfrs.’ recondi- 
tioned models. Stoker figures estimated by Committee of Ten—Coal and Heating Industries. Radio figures include exports. 

Permission to reprint, quote or use is granted provided credit is given ‘‘Electrical Merchandising.”’ 
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How the Market i 














WIRED HOMES ELECTRIC & GAS ENGINE WASHERS 

Elec. & Gas a - ac | rm 

— _ Wired Homes Wired Homes J Ex Ww: h Saturation EnOC. & sas Saturation 

SEATS om. 8, oe ome. &, Os a Saturation. Wired ese pS my Wired Soe 

Jan. 1, 1943 Jan. 1, 1943 Jan. 1, 1942 Jan. 1, 1942 
Maine 198 , 800 193,998 + 2.48 121,810 613 118 , 800 612 
New Hampshire 131,190 130,722 4 36 62,361 475 61, 200 468 
Vermont 79 580 79 893 _ 39 58 , 632 737 57,600 721 
M assachusetts 1,146,040 1,152,327 _ 55 649 , 080 566 633 , 600 550 
Rhode Island 188 , 420 189, 127 — 97 937 520 95, 400 504 
Connecticut 479 730 466, 145 2.91 299 082 623 291,600 626 
NEW ENGLAND 2,223,760 2,212,212 52 1,288, 902 580 1, 258 , 200 569 
New York 3,510,110 3,484,351 . 6 1,352,264 385 1,315,800 378 
New Jersey 1,135,076 1,113,886 + 1.90 538,291 474 523,800 470 
Pennsylvania 2,241,500 2. 206,820 + 1.57 2,001,001 893 1,962,000 889 
MIDDLE ATLANTIC "6, 886 , 686 6, 805,057 + 1.20 3,891,556 565 3,801, 600 559 
Ohio 1,767, 500 1,728,418 + 2.26 1,521,108 861 1,488 , 600 861 
Indiana 831,400 811,425 + 2.46 660 , 820 795 646, 200 7% 
Illinois 1,919, 000 1,897,729 + 0.0 1,499, 453 781 1,470, 600 775 
Michigan 1,360, 200 1,320,852 + 2.%6 1,101,211 810 1,076, 400 815 
Wisconsin 724,000 712,210 + 1.66 588 095 812 572,400 804 
EAST NORTH CENTRAL 6,602, 100 6,470,634 + 2.03 5,370,687 813 5, 254, 200 812 
Minnesota "558, 300 548 765 » 3.96 590,749 1,058* 576,000 1,050* 
lowa 520, 400 508,791 + 2.28 492,554 946 480 , 600 945 
Missouri 725 600 707 , 895 + 2.50 734,577 1,012* 720,000 1,017* 
North Dakota 73,115 75,022 « Sa 97,894 1,339* 95, 400 1,272* 
South Dakota 77 330 77,822 _ 63 106,212 1,373* 102 , 600 1,318* 
Nebraska 245 000 255,918 — 4.27 233,717 954 228 , 600 893 
Kansas 362,050 353,565 + 2.40 268 , 605 742 262, 800 743 
WEST NORTH CENTRAL 2,561,795 2,527,778 + 1.35 2,524, 308 985 2, 466,000 976 
Delaware 62,290 60,312 + 3.28 46,591 748 45, 000 746 
arylan¢ 199 , 560 352 194, 400 360 
District of Columbia 566 , 900 540, 329 + 4.92 151.599 267 147 600 273 
Virginia 421, 500 399 357 4+ 5 54 205,777 488 199, 800 500 
West Virginia 295, 200 284 , 206 +- 3.87 299 893 1,016* 293, 400 1,032* 
North Carolina 437 . 500 437 , 484 144,098 329 140 , 400 321 
South Carolina 203.100 178 ,421 +13 83 33,690 166 32,400 182 
Georgia 385, 400 345,853 +11.43 92,027 239 88 , 200 255 
Florida 345, 550 332,203 + 4.02 99 866 289 97 200 293 
SOUTH ATLANTIC "2,717,440 2,578, 165 + 5.40 1,273,101 468 1,238, 400 480 
Kentucky 362,600 344, 384 + 529 244,517 674 239, 400 695 
Tennessee 394 300 364, 500 + 8.18 238 , 355 605 230, 400 632 
Alabama 300 000 289 581 + 3.60 87,610 292 84.600 292 
Mississippi 160, 800 152,448 + 5.48 22,890 142 21,600 142 
EAST SOUTH CENTRAL "1,217,700 “1,150,913 + 5.80 593,372 487 576, 000 500 
Arkansas 473.700 161,798 + 7.36 70 507 406 68 , 400 422 
Louisiana 297 550 283, 405 + 4.99 160, 298 539 156,600 553 
Oklahoma 315, 000 300 552 + 481 253,044 803 248, 400 826 
Texas 988 , 000 920 , 275 + 7.36 458 563 464 448. 200 487 
WEST SOUTH CENTRAL “4,774, 250 1, 666,030 + 6.50 942,412 531 921, 600 553 
Montana 400,003 103, 368 =~ 8.2 84,950 849 82,800 801 
Idaho. 114, 900 114,179 + 63 71, 189 620 70, 200 615 
Wyoming 43,910 42,901 + 2.35 31,030 707 30, 600 713 
Colorado. 232, 200 220 , 708 + 5.21 175 ,472 756 171,000 775 
New Mexico 59508 51,920 +14 61 29,316 493 28, 800 555 
Arizona 96.570 91,613 + 5.41 67 .675 701 66 , 600 727 
Utah 138 , 170 125,951 + 9.70 135 , 565 981 133,200 1,058* 
Nevada 26 , 500 25,012 4+ 5.95 14,873 561 14,400 576 
MOUNTAIN $11,761 775,652 + 4.66 610,070 752 597 , 600 770 
Washington 514 000 491, 698 + 4 54 355, 140 691 347, 400 707 
Oregon . 292, 800 281, 465 + 4.03 196 , 132 670 190, 800 678 
California 2,117,000 2,052,628 i 3.08 1,384,320 654 1,348, 200 657 
PACIFIC 2,923, 800 2,825,791 + 3.47 1,935,592 662 1,886 , 400 668 
UNITED STATES 27,719,292 27,012,232 + 2.62 18, 430,000 665 18 000 000 666 


























*Reflecting use of gas - engine 


washers in homes without power. 
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NOTE: State saturation estimates are based on cumulative yearly 
sales as follows: electrical refrigerators from 1932 through 1942, 


— Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING — 


JANUARY, 


totalling 20,218,591 units; washer sales from 
totalling 14,069,617 units; and electric range sales of power com- 


1932 through 1942, 
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Divided... 


Wired homes 1943-42; Estimated Refrig- 


erator, 


Units, by States and 


Washer and 


Range Saturation in 


Geographic Divisions. 





ELECTRIC REFRIGERATORS 


ELECTRIC RANGES 





Estimated 


Estimated 











Estimated Estimated 
Estimated Saturation Estimated Saturation Estimated Saturation Estimated Saturations 
Refrigerator per 1,000 Refrigeration per 1,000 Elec. Range per 1,000 Elec. Range per 1,000 STATE 
Saturation Wired Homes Saturation Wired Homes Saturation Wired Homes Saturation Wired Homes 
Jan. 1, 1943 Jan. 1, 1943 Jan. 1, 1943 Jan. 1, 1942 Jan. 1, 1943 Jan. 1, 1943 Jan. 1, 1942 Jan. 1, 1942 
91,540 460 89,240 4600 34,062 171 32,640 SS, Ue ale soe yic.n Maine 
65,670 501 64,020 490 26,492 202 25,160 i a eer New Hampshire 
45,770 575 44,620 558 14,928 188 14, 280 a re ee erg ro TA . Vermont 
786 ,050 686 766 , 300 665 95,174 83 90 , 440 EN eS Bas ar ei tia ein. wali tae ree Massachusetts 
113 ,430 602 110 , 580 585 17,970 95 17 ,340 . Se Eee eee eee Rhode Island 
348 , 250 726 339, 500 728 63 , 348 132 60 , 180 EG gave. ee pert ee Ao ee oe Oe ee Connecticut 
1,450,710 652 1,414, 260 639 251,974 113 240 ,040 109 NEW ENGLAND 
2,652,670 755 2,586,020 742 168 , 384 48 160 , 140 Te pi dies maith cdi 0-4 ebpeeaaee nee piel New York 
859 , 680 757 838 080 752 52,376 46 49 640 | lll! gE at aa oe ee ets ne New Jersey 
1,777,070 793 1,732,420 785 266 , 250 119 251,940 WO. > Mei es in cs seca ous Pennsylvania 
5,289,420 768 5,156,520 758 487 ,010 71 461,720 68 MIDDLE ATLANTIC 
1,271,610 719 1,239,660 717 273,428 155 258 , 740 RRR Se et er a re Me Ohio 
533 ,320 641 519,920 641 143 ,076 172 135 , 660 RR. BEANS S SORA pee at ee Semen Se Indiana 
1,532,300 798 1,493 , 800 787 190 482 99 179 , 520 95 Dae e's tas kh nee ald ae care ee Illinois 
931,320 685 907 . 920 687 314,498 231 299 , 540 227 i sta ee ism wl ik ota! wi mda ieee tne Michigan 
392,030 541 382,180 537 134, 180 185 127, 160 179 MP Te ee ae Wisconsin 
4,660 , 580 “706 4,543,480 702 1,055 , 664 160 1,000,620 155 EAST NORTH CENTRAL 
419,890 752 409 , 340 746 119,230 214 113,560 ag CR Cie Pree ers ete ee ee Minnesota 
322,380 619 314, 280 618 58 516 112 55,420 109 eS Iowa 
593 020 817 578 120 817 92,438 127 87 , 380 SEIT or ie eto pc inln tt REG ye eek eee Missouri 
39 800 544 38 , 800 517 21,802 298 20 , 740 / SS eee eee ...North Dakota 
47 .760 618 46 , 560 598 21,766 281 20,740 EYE vin cn Shae dination’ ual eculene .South Dakota 
161,190 658 157 , 140 614 22,644 92 21,420 _ i er rre re wer mene ae Nebraska 
212,930 588 207 , 580 587 31,754 88 30 , 260 I) ek wtix'a xivogie Cass ealloeeeees Cae Kansas 
1,796,970 701 1,751,820 693 368 , 150 144 349 520 138 WEST NORTH CENTRAL 
45.770 735 44,620 740 ...Delaware 
270 640 477 263 , 840 488 64,154 102 60 , 860 101 ...Maryland 
197 010 348 192,060 355 District of Columbia 
314,420 745 306 , 520 768 73,818 175 70 , 380 176 ‘ee Virginia 
214,920 728 209 520 737 30,376 103 28 , 900 102 ... West Virginia 
336,310 769 327 . 860 749 106,788 244 102,000 233 ..North Carolina 
163, 180 803 159 , 080 892 46, 254 228 43 860 246 .South Carolina 
304 470 790 296 820 858 94,096 244 90, 100 261 Gab eso . Georgia 
278 , 600 806 271. 600 818 113,700 329 108 , 120 Me | SMR tee BOS 8 ee a eh Aw « ene Florida 
2,125,320 782 2,071,920 804 529, 186 195 504,220 196 SOUTH ATLANTIC 
258 700 713 252. 200 732 23,878 66 22,780 66 Kentucky 
308 450 782 300 700 825 121,074 307 115,260 316 Tennessee 
216.910 723 211,460 730 65, 908 220 62,560 216 ; keukes Alabama 
103 480 644 100 , 880 662 16,002 100 15,300 ee ss adn bcd LuLase ae eee Mississippi 
887, 540 729 865 , 240 752 226 , 862 186 215,900 188 EAST SOUTH CENTRAL 
121,390 699 118,340 731 8,932 51 8.500 53 ‘Aibniees 
208 950 702 203.7 719 7,678 26 7,480 26 .. Louisiana 
204.970 651 199 820 665 7,232 23 6 , 800 23 Oklahoma 
772,120 781 752.720 818 61,088 62 58 820 64 ; Texas 
1,307 , 430 737 1,274,580 765 84,930 48 81,600 49 WEST SOUTH CENTRAL 
65.670 657 64,020 619 24,630 246 23,460 227 Montana 
75,620 658 73.720 646 42,422 369 40 460 354 Idaho 
25.870 589 25,220 588 4,654 106 4,420 103 Wyoming 
141, 290 608 137.740 624 22,428 97 21,420 97 Coleoede 
35 9 820 602 34 ’ 920 673 3 . 508 59 3 . 400 65 New Mexico 
61,690 639 60.140 656 7,392 77 7,140 78 ., Arizona 
99 500 720 97 .000 770 41,670 302 39,780 316 Utah 
21,890 826 21,340 853 9, 308 351 8,840 ee ee Se ee ee ee oe Nevada 
527 , 350 650 514, 100 663 156,012 192 148 , 920 192 MOUNTAIN 
" 308 , 450 600 300 , 700 612 176,144 343 165,920 337 Washington 
183 , 080 625 178 , 480 634 111,948 382 106 ,080 377 Oregon 
1,363, 150 644 1,328 , 900 647 132,120 62 125 , 460 61 ., California 
1 , 854, 680 634 1,808 , 080 640 420,212 144 397 , 460 141 PACIFIC 
19,900 ,000 718 19,400 ,000 718 3,580,000 129 3,400 , 000 ae.” SPOR. . pana ea ees UNITED STATES 





























panies from 193! through 1935, plus NEMA sales of 1938 through 
1941 and ELECTRICAL MERCHANDISING estimate of 1942, total- 
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ling 2,220,671 units. 


tric Institute. 


1943 


Wired Home figures courtesy of Edison Elec- 
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INDEX of PUBLIC ACCEPTANCE... JANUARY 1943 


All figures, except radio, based on 27,719,000 Wired Homes and 
Farms. Radio Based on Census figure of 34,854,532 Homes. 


Percentage 
of Homes 
With 


Appliance 


93.1% 


Refrigerators... . 


Washers (Electric) . . 62.8 
Washers (Gas Engine). 3.7 


Toasters 


Cleaners (Floor). . . 
Cleaners (Hand). . . 


lroners 7.0 


Appliances of Homes of Homes of Hom 


With With 


Clocks 63.2 17,510,000 36.8 
Waffle Irons 23.5 6,524,250 76.5 
6,386,400 77.0 
5,523,500 80.1 
4.816.400 82.6 
1,606,000 94.2 


Heating Pads 23.0 
Heaters & Radiators 19.9 
Hot Plates 17.4 
Roasters 5.8 


Water Heaters, 


Storage 3.9 1,084,400 96.1 


Radio Receivers 87.5 30,500,000 12.5 


Number of 
Homes 
With 


25,965,000 


19,900,000 


17,400,000 
1,030,000 


16,409,920 


13,707,100 
3,072,250 


10,350,625 


3,580,000 


1,945,350 


Percentage Number Percentage Number 


es of Homes 


Without Without 


10,209,000 
21,194,750 
21,332,600 
22,195,500 
22,902,600 
26,113,000 


26,634,600 
4,354,532 


Percentage Number of 
of Homes Homes 


Appliance 
Without Without 


6.3% 1,754,000 


7,819,000 . . . Refrigerators 


10,319,000 . Washers (Electric 
26,689,000 . Washers (Gas Engine) 


11,309,080 Toasters 


14,011,900 . . Cleaners (Floor) 
24,646,750 . . Cleaners (Hand 


17,368,375 . . . — Percolators 


24,135,000 Ranges 


93.0 25,173,650 lroners 


JAN. 1, 1943... ACCEPTANCE AND SATURATION 


The term “acceptance” is used on this page in the same sense 
as the word “saturation” has long been used. 


We use “acceptance” applied to calculations of appliances 
in use, because we believe it more accurately expresses the 


fact that the more people who use a given appliance, the larger 
is the market for that product. 
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(sovernment Orders..... 


Controlling Appliance Production and Sale in 1942 


4 


YEAR’S SUMMARY 





Portable Electric 
Fans 


L-176 
Sept. 7, 1942 


Portable electric fans in hands of manu- 
facturers have been placed under allo- 
cation by WPB to conserve supply for 
war and essential civilian uses. Order 
176 stipulates no fan in manufacturers’ 
stocks may be transferred without spe- 
cific WPB approval. Production of 
fans is further restricted to 5,000-odd 
units being assembled under Treasury 
Department Procurement Division 
“Victory Model” specifications. 


L-28 
Jan, 28, 1942 


Electric Light 
Bulbs and Lamps 


Seeking to save large quantities of 
nickel, brass and copper, WPB ordered 
sharp curtailment in use of these criti- 
cal materials for manufacture of non- 
essential incandescent lamps. During 
February, March and April consump- 
tion of these materials or any other 
metal for lamps designed primarily for 
use on Christmas trees or for adver- 
tising, decorative or display purposes, 
must be reduced by 50% each month 
below consumption during 1940. Ef- 
fective Feb. 1, 1942, no manufac- 
turer may use any materials obtained 
before or after that date with the 
assistance of any preference rating to 
produce Christmas tree, advertising, 
decorative or display lamps. In addi- 
tion, L-28 imposes general restrictions 
on lamp industry. During February, 
March and April, use of nickel in 
production of lamps must be reduced 
by 25% below 1940 consumption, use 
of brass must be cut by 20%, and 
copper 20%. These reductions, it is 
expected, probably will be absorbed 
in elimination of non-essential lamps. 


L-28-2 
Sept. 18, 1942 


Less than half of the various types 
of electric light bulbs and lamps cur- 
rently produced will be manufactured 
after Nov. 1, 1942, under terms of a 
simplification order announced by 
WPB. There will be no curtailment in 
total production of electric bulbs as a 
result of this action. It is expected 
that adequate supplies of the permitted 
types will be produced to compensate 


for those which will no longer be 
made. 
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L-71 
Amendment 


Oct. 3, 1942 


Production of flashlight batteries will 
be cut one-half, compared with 1941 
output. Output of flashlights and 
other types of portable electric lights, 
such as electric lanterns will be one- 
fifth of what it was in 1941. Only 
35% of number of radio batteries pro- 
duced in 1941 will be manufactured. 
These will be primarily for radios 
used on farms. Batteries for the port- 
able type of radio are entirely elimi- 
mated as being nonessential since most 
of these sets can operate on a.c. house- 
hold current. 


Fluorescent 
Lighting Fixtures 


WPB ordered an immediate end to 
production of fluorescent lighting fix- 
tures except for essential uses, or on 
contracts accepted prior to the above 
date on which work had begun. 


Flashlights and 
Dry Cell Batteries 


L-78 
Apr. 2, 1942 


L-78 


Amendment 


WPB has amended L-78 to ease the 
restrictions on production and sale of 
small fixtures, and to set a definite 
closing date on the manufacture of 
other types. 
L-78 
Amendment 


Fluorescent lighting fixtures using 
tubes rated at 30 watts or less—types 
which are used in kitchens, retail 
stores, and for similar purposes—have 


been released from sales restrictions 
of L-78. 


L-65 
Mar. 30, 1942. 


Heating Device production will cease 
on May 31, 1942, in accordance with 
Limitation Order L-65. After May 31 
production of all appliances must halt 
except to fill orders or contracts bear- 
ing preference ratings higher than 
A-2. The production of replacement 
parts is not affected. 


Heating Devices 


L-84 
Apr. 6, 1942. 


Electric Heating 
Pads 


WPB has restricted the production of 
electric heating pads. It also has pro- 
hibited the use of chromium and cur- 
tailed the use of rubber, nickel and 
electrical resistance material in manu- 
facture of such pads. Under L-84 


1943 


effective April 4, the 1942 production 
of hospital-type electric heating pads 
is limited to the amount manufactured 
in 1940, and the production of pads 
for home use is limited to 50% of the 
amount manufactured in 1940. 


L-84 
Amendment 
Apr. 16, 1942 


WPB amended the electric heating pad 
order L-84 to permit manufacturers to 
use up inventories which cannot be 
used for other purposes, but to stop 
production entirely on June 30, 1942. 


L-74 
L-75 
Apr. 15, 1942 


Oil Burners 
* and 
Coal Stokers 


WPB ordered an end to the manu- 
facture of oil burners (L-74) and coal 
stokers (L-75) for residential use after 
May 31, 1942 and limited production 
of commercial and industrial types to 
orders bearing a preference rating of 
A-10 or better. 

L-79 

Apr. 16, 1942 


WPB froze all stocks of plumbing and 
heating equipment except for retail 
sales of $5.00 or less. In effect, the 
order prevents the sale or delivery 
by a dealer or any other person of 
furnaces, oil burners, stokers, and a 
wide range of other plumbing and 
heating equipment, if the item is to be 
used for non-essential purposes 


L-79 
Amendment 
May 27, 1942 


WPB moved to relax restrictions 
which were imposed upon sale of heat- 
ing and plumbing equipment in L-79 
by removing the ban on equipment 
necessary for civilian needs. One im- 
portant effect of the amended order 
is the release for sale to householders 
of cooking and heating stoves and 
water heaters where no other equip- 
ment for these purposes is available. 
At the same time the amended order 
facilitates the conversion of oil and gas 
burning equipment to use of coal by 
permitting sale and delivery of any 
equipment, as for instance grates, 
needed to convert such burners to use 
of coal. Original order forbade sale 
of plumbing and heating equipment 
amounting to more than $5 per item 
on unrated orders. 


L-44 


Radio Receiving Sets 
Jan. 24, 1942 


for Civilian Use 


WPB acted to meet huge Army and 
Navy demands on radio manufacturing 
industry and to conserve critical ma- 
terials by ordering sharp cuts in pro- 
duction of receiving sets for civilian 


use. Reductions also were ordered in 
output of phonographs and radio 
phonograph combinations. Effective 


immediately (Jan. 24) L-44 provides 
for an average monthly curtailment in 
production during next 90 days of more 
than 40% below the monthly output 
during nine months period ended Sept. 
30, 1941. Similar cuts were ordered 
in number of tube sockets in the sets 
produced, which will result in corre- 
sponding curtailment of the number 
of tubes used in new sets. 


L-44-a 
Mar. 7, 1942 


WPB ordered manufacture of radios 
and phonographs for civilian use to 
be discontinued after April 22, 1942. 
The plants may complete sets on which 
they begin assembly work on or before 
April 22, under the limited production 
quotas provided for in the original 
order L-44. They may also continue 
to make replacement parts. 


L-44-a 
Apr. 22, 1942 


On or before midnight April 22, 1942, 
the major part of the country’s radio 
industry will stop production of radios 
for civilian use to make its entire fa- 
cilities available for war work. The 
remainder of industry will wind up 
its operations within a few weeks. 
Thirty of the 55 companies producing 
civilian radios will have ceased putting 
sets into production when WPB L-44-a 
deadline is reached. Two other com- 
panies, RCA and Philco, each operat- 
ing several plants will have shut off 
civilian production at midnight in 
plants representing more than 80% 
of their total production. The remain- 
ing 25 companies were given addi- 
tional time, ranging from one to six 
weeks. . . . By June 7, 1942, all radio 
production in this country will be for 
war purposes alone. Military radio 
production before end of 1942 is out 
will be at a rate of six times as great 
is best year of industry’s civilian 
business. 


(Continued on page 44) 
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The APPLIANCE TRADE 


Accent Is On Service .. . A Coast-to-Coast Report on 1942 Changes and Present Status 














RUTLAND, VT. 


Central Vermont Promotes Service 


ENTRAL Vermont Public Service 
Corp. reports that they are pro- 
moting service on all appliances re- 
gardless from who they were purchased 
and are hoping to keep abreast of the 
demand despite the handicaps of tire 
and gas rationing. Many of the exclu- 
sive appliance dealers have gone out 
of business, they report, and the appli 
been affected to 
that extent. Combination establish- 


ance service load has 


ments such as department stores, fur- 
hardware 


s have been less 


stores and 
affected. 


ved 20,576 residential 


and 2,793 rural domestic customers in 
1942 as cor pa 1 to 20,293 residential 
and 2,569 rural customers in 194] 


Average annual kw.-hr. consumption 
per customer rose from 960 kw.-hr. in 
1941 to 1,015 kw.-hr. in 1942. 

[here was a total of 57 dealers of 
all types serving the territory in 1942 
ind an estimated 20 percent of them 
have gone out of business. They ac- 
counted for $100,000 in appliance sales 
during the year, the company reports, 
while their own sales staff of 10 people 
accounted for $300,000 in sales. 

Estimated saturation at the close of 
the year showed ranges at 20 percent, 
refrigerators at 56 percent and water 
No figures on 
washers or ironers are available. 

1943 promotions will be on service 


heaters at 3 percent. 


and appliance conservation. 








A SUMMARY OF DEALER CASUALTIES 
FOR 1942 AND AN ESTIMATE FOR ‘43 


The following table summarizes briefly the information contained in the local 
market reports from various sections of the country, on the subject of dealer 
casualties. This information is given in more detail in the reports from specific 
territories which appear in this issue, but the following represents the best industry 
opinion and knowledge on this controversial subject to date. 


Total Dealers Reported in business as of January 1, 1942 — 


10,088 


% Out of Business in 1942—19.44% 

Number Out of Business, 1942—1,961 dealers 
Number Left in Business, 1942—8,127 dealers 
%o of 8,127 dealers going out in 1943—30.28% 
Number Out of Business in 1943—2,461 dealers 


Summary of Number Out of Business: 


1942—1,961 dealers 
1943—2,461 dealers 





4,422 dealers, or 43.83% of total 10,088 dealers 





UNIT SALES MAJOR APPLIANCES 
(Central Vermont Territory) 


Estimate of 





1942 1941 Stocks Remaining 

Company Dealers Total Company Dealers Total New Used 
Ranges......... 360 70 430 531 234 765 150 none 
Water Heaters... 150 6 156 99 26 125 50 " 
Refrigerators.... 295 280 575 805 1,487 2,292 none si 
Washers........ 370 norecord 370 584 norecord 584 7 7: 
ae 125 ” 125 137 5 137 “e ” 
Cleaners......... 400 > 400 440 7 440 175 sy 
Air Heaters..... 300 i 300 0 §=6225 3 225 none si 
IES Lamps..... 1,000 = 1,000 800 . 800 500 = 





MANCHESTER, NEW HAMPSHIRE 
Utility Taking on Service Calls 


HE Public Service Company of 

New Hampshire distributed 8,000 
booklets entitled “The Care and Use 
of Electrical Appliances in the Home” 
as part of the company’s program to 
“keep ’em running” in 1942. Where 
dealer appliance servicing is not ade- 
quate to meet customer needs, the 
company is endeavoring to absorb all 
such calls in their own service de- 
partment. 

The company served 55,800 resi- 
dence customers in 1942 as against 
54,891 in 1941. Approximately 11,000 
additional rural customers were served. 


Kilowatt-hour consumption rose from 
834 kw.hr. in 1941 to 867 in 1942. 
The company’s total appliance volume 
for the year amounted to $525,000. 
No figures are available on dealer 
business, 

Estimated saturation to date shows 
17% for ranges, 57.5% for refriger- 
ators, and 2.8% for water heaters. 

The company employs 10 appliance 
sales people and eight home service 
operatives. 

Approximately 60% of the 85 deal- 
ers in the territory have gone out of 
business, according to the utility. 


UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Public Service Company of New Hampshire) 


Estimate of 





1942 1941 Stocks Remaining 
Company Dealers Total Company Dealers Total New Used 
Ranges . se 250 625 1,043 686 1,729 626 40 
Water Heaters. 125 40 165 282 65 347 154 6 
Refrigerators. . . 750 630 1,380 2,073 3,341 5,414 18 39 
Washers 680 a 680 1,418 >» 6408 7 34 
lroners. . . . $35 pas 135 277 eee 277 19 4 
Cleaners. . han = rea? . 311 21 





WATERBURY, CONNECTICUT 
Utility Emphasizes Appliance Repair 


TP" HE Connecticut Light and Power 

Company have tackled the ap- 
pliance repair problem by special ad- 
vertisements and bill inserts to their 
customers on the need of keeping 
equipment in proper repair and en- 
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couraging the customers to see ap- 
pliance dealers. Public response has 
been good, they report, and dealers 
have secured additional business but 
have encountered delay in handling 
a number of calls. Approximately 
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NUMBER OF APPLIANCE DEALERS OUT OF BUSINESS 
) from Jan. Ist to Dec. 31, 1942 
Page Total Dealers, % Outin Number 
Number Jan. 1, 1942 1942 Out 
NEW ENGLAND 
8 Public Service Co. of New Hampshire. .. 85 60%, 5! 
d 8 Central Vermont Public Service Corp.... 57 20% i 
| of Retailers and Utilities 8 Conn. Light & Power, Waterbury........ sees 
MIDDLE ATLANTIC 
9 Rochester Gas & Electric Co 150 8%, 12 
it Pennsylvania Pwr. & Lt., Allentown...... 1,700 25% 425 
il West Penn Power Co., Pittsburgh....... 142 15.5% 22 
10 New Jersey Pwr. & Lt. Co., Dover, N. J 65 10%, 7 
20% of the dealers in the territory customer contact, plus two home serv- 10 Jersey Central Power & Light, Asbury Park 150 10% 15 
have gone out of business during the ice and one dealer contact. 10 Philadelphia Electric Co., Philadelphia . 
past year. 15% have changed to 10 Central Hudson Gas & Elec., Poughkeepsie 
other lines such as furniture, paint, UNIT SALES OF MAJOR EAST NORTH CENTRAL 
eg ee eo ee ‘ay ey ELECTRICAL APPLIANCES ee 
etc., and 20% have placed their main : t 12 Central Illinois Light Co............... 100 10% 10 
emphasis on service. (Connecticut Light and Power 12 Indianapolis Power & Light Co 65 25% 16 
The company served 167,701 resi- Company 12 Consumer Power Co., Jackson, Mich.... 788 10% 79 
dence customers, including 9,440 rural, Company Only 12 Northern Indiana Pub. Serv. Co vane = 
in 1942 as compared with 160,199 at — 13 Commonwealth Edison Co., Chicago 
the close of 1941. The kilowatt-hour 1942 1941 tl Cleveland Elec. Illum. Co........ ; 
consumption per customer rose from Ranges........... 1,158 2,296 WEST NORTH CENTRAL 
1,157 in 1941 to 1,194 in 1942. The WaterHeaters..... 726 1,051 14 Northwestern Public Service, Huron, S$. D 56 50%, 28 
aggregate dollar volume of the 1942 Refrigerators 1,131 6,135 14 Kansas City Power & Light, Kans. City, Mo. 50 6%, 3 
appliance business amounted to Washers. ae 733 1,334 14 Union Elec. Co. of Missouri, St. Louis, Mo. 1,000 8% 80 
$2,100,000, the company reports with Ironers....... 400 pd 
aie a Wied ib eee eT Pe Cleaners .. 128 1,101 SOUTH ATLANTIC 
6. e to /U% of this going to dealers. Radio Sets. 260 519 15 Florida Power Corp., St. Petersburg 60 25% 15 
he company employs 55 people in the Ajip Heaters....... 189 183 15 Electric Institute of Washington, D. C.... 276 10% 28 
sales department, 28 of whom are [BS Lamps... 4,934 7,788 15 Florida Power & Light Co., Miami.... 654 20%, 131 
15 Carolina Power & Light, Raleigh, N. C 
EAST SOUTH CENTRAL 
16 Electric Pwr. Bd. of Chattanooga........ 35 6% 2 
i) 16 Knoxville Electric Pwr. & Water Bd.. 60 12% 7 
MIDDLE ATLANTIC 16 Birmingham Elec. Co., Birmingham, Ala... = .... 0 we ee 
16 Louisville Gas & Elec. Co., Louisville. .... 
WEST SOUTH CENTRAL 
20 New Orleans Pub. Serv., New Orleans, La. 210 3% 6 
20 Houston Lighting & Pwr., Houston 3 
ROCHESTER, NEW YORK mounvams 
22 Public Service Co. of Colo............ ; 125 60% 75 
° 4 ° 26 Idaho Power Co., Boise................ 325 5% 16 
80% of Dealers Featuring Service = Beek. - we a 
26 Elko Lamoille Power Co., Reno, Nev 5 0% ae 
NLY eight per cent of the dealers volume in appliances amounted to 24 Sheridan County Electric Co., Wyo. . 7 60% 4 
. , ea rere i 297 ol " . - aug? 26 Deming, New Mexico ; 3 33% | 
in the territory served by the $270,000 in 1942. No figures are : : be 
4 “ se Si neat iad - ‘ 24 Sierra Pacific 65 37% 24 
Rochester Gas & Electric Corporation available on the total dealer business. 20 Relies, Meniiin, . me 5 40%, > 
of New York have gone out of busi- The utility employs five appliance 20 Central Arizona Lt. & Pwr., Phoonix..... 201 10%, 20 
ness, according to the utility. There salesmen and 16 customer contact men 22 Southern Colo. Pwr. Co., Pueblo......... sess cue vee 
were approximately 150 dealers in together with nine home service 
business as of January, 1942. About representatives. PACIFIC : 
two per cent have changed to other Estimated saturation shows 1% for 35 Pacific Gas & Electric Co 1,220 15% 183 
lines, chiefly furniture About 80% ranges, 60% for refrigerators, .05% a Sen Diego Ges & Baciric Co - 15% ed 
oe cers Bee tian ete | eee y cater aiaea Mi 42 Washington Water Pwr... 192 13% 25 
of the dealers are featuring service. for water heaters, 75% for washers 6 California-Oregon Power Co 2 17%, 12 
The company served 120,000 resi- and 1% for ironers. 38 Portlend Generel-Elecitic ... 160 30%, 48 
dence customers in 1942, as compared The company carried on no cus- 36 Eastern Oregon Lt. & Pwr. Co 10 60%, 6 
with 116,900 in 1942. An additional tomer appliance repair promotion for 38 Northwestern Electric Co., Portland 225 10% 23 
9,700 rural customers were served. 1942, and none is planned for 1943. 29 Los Angeles Bureau of Pwr. & Light. . 135 44%, 59 
The annual kilowatt-hour consumption Nor are any plans in progress to 34 Alameda Dept. of Public Utilities 4 25% 1 
rose from 842 kw. hrs. in 1941 to 880 stimulate dealer appliance servicing. 26 Southern California Edison 273 60% 164 
a“ in 1942. The utility company’s total (Continued on page 10) . vege Seune a 5 te ~ 2 ~ 
34 Pasadena—Municipal Lt. & Pwr. Co. 7 33% 2 
ead sani . 14°/ ’ 
UNIT SALES OF MAJOR ELECTRICAL APPLIANCES . ee ‘ . 
(Rochester Gas & Electric Corp.) 40 Tacoma Lighting, Tacoma, Wash 
Estimate of 40 Seattle City Light, Seattle, Wash 
1942 1941 Stocks Remaining 38 Eugene, Oregon 
- —______—_ $$$ _+_____ $$ 34 Glendale, Calif. 
Company Dealers Total Company Dealers Total New Used 29 California Electric Power, Riverside 
Ranges... ; 162 400 562 305 650 955 250 0 38 Mountain States Pwr. Co 
Water Heaters . 42 50 92 63 200 263 0 0 
Refrigerators.... 595 4,100 4695 2,631 16,193 18824 0 0 TOTAL 10,088 = 19.44% —1,961 
es... Se . 228 436 0 436 0 0 BRITISH COLUMBIA 
lroners Bes nat 2 31 oes 31 99 0 99 0 0 42 British Col. Elec. Ry. Co., Vancouver. 
Radio Sets...... 265 ..... 265 457 oeue 457 0 0 43 British Col. Elec. Ry. Co., Victoria. 
IES Lamps...... 1,366 1,366 1,702 1,702 
Water Heater 
cccde. SO - +x 148 i ee 208 
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Customer Education On 


ge Central 
c Corp., 
ther Dutch cities in 
York’s Hudson River Valley, car- 


Hudson Gas & Elec- 
Poughkeepsie 
county 


POUGHKEEPSIE, N.Y. 


Minor Repairs 


to train service personnel, and as the 
dealers are handling service adequately 
at present, they have made no plans 
to supplement their activities. 


7 um in 1942 designed to The company served 71,045 resi- 
t tomers to make minor re- dence customers in 1942 (as of Octo- 
n their own appliances. In addi- ber 3lst) compared to 68,759 in 1941. 
Pane f° Si Bees tees elle, In addition they served 30,800 rural 
: skied: tani customers in non-gas areas last year, 
pet eer seer , compared to 30,000 the year before. 
Dp ) ) eaiers equipped , . : ° 
aap Average consumption per customer in- 
nee 5X oe to creased slightly —from 1,076 to 1,089 
good, they re- during the year. 
eaction. To The company employs 11 customer 
H. E. Dexter, vice contact people; 11 dealer contact peo- 
t, tl group has ple nd five home service represen- 
t tl tati who were engaged in nutrition 
p during the year. 
UNIT SALES MAJOR APPLIANCES 
(Central Hudson Territory) 
1942 1941 
Company Dealers Total Company Dealers Total 
Ranges 600 600 None 1,052 1,052 
Water Heaters 450 450 ‘i 692 692 
Refrigerators No accurate figures available ” 5,650 5,650 
Roaster units 995 995 = 1,371 1,371 
Electric Blankets 425 425 ” 437 437 





PHILADELPHIA, PA. 


Appliance Service Activity 


‘@) cl > to 500 le iler of all 
tvpes handling ppl nce in met- 


! gy appliances in m 
itan Philadelphia and surrounding 
ritory, only about 6 percent have 
it of business to date, according 
; A. M , Managing di- 
ctor of the Electrical Association of 
Philadelphia [he ratio of dealers 


out of business will undoubtedly 
increase after the first of the 


Mr. Morrisson 


year, 


however, indicated 


Part of the reason for the small de- 

cline is attributed to the fact that most 

f the dealers handling appliances were 
ady pretty well diversified. 


Maj 
around an appliance repair and service 


activity, 


yr activity in the area centered 


launched in January of last 
attended 


Appli 


vear at a dinner 


meeting 


lealers. The “Electric 


Service Plan” was deve 


more fully in the following months and 


loped 


a survey of existing service facilities 
helped clarify the situation. The serv- 
ice market pointed up by the 
fact that there are a total of 596,298 
homes in the territory, 422,792 in 
Philadelphia alone. It was further 
estimated that there were 400,000 re- 
frigerators in use, 50,000 ranges and 
26,000 water heaters. In addition, 
every 1,000 wired homes had 630 wash- 
ers, 497 cleaners, 70 ironers, 955 irons, 
594 toasters, 362 percolators and 1,611 
miscellaneous appliances such as 
clocks, heating pads, waffle irons, hot- 
plates, roasters, etc. 


was 


he slogan adopted for the drive 
was “Fix "Em Up—Make ’Em Do” 
and over 15,000,000 pieces of publicity 


PHILADELPHIA SERVICE ACTIVITY RESULTS 


No 


Appliance Repaired 
Ranges 2,783 
Refrigerators 14,330 
Toasters 5,865 
Vacuum Cleaners 9,776 
Waffle lrons 1,040 
Washers. . 11,345 
Water Heaters 131 
Miscellaneous Repairs 13,083 


Total number of repairs 133,362 


No. 

Appliance Repaired 
Coffee Makers 1,406 
Fans ee ed 3,721 
Grills 996 
lrons 17,293 
lroners 552 
Lamps (floor & table) 8,015 
Mixers 3,288 
Percolators 2,710 
Radios 37,028 
PAGE 10 


impressed the campaign on appliance 
owners. 

One of the interesting features of 
the campaign was the check that was 
kept on the number of service jobs 
coming in to the cooperating dealers 
in the service drive, based on individ- 
ual surveys made by the Association 
throughout the year. These surveys 
covered an average of 80 of the ap- 
proved repair shops, not including de- 
partment stores, refrigerator distribu- 
tors, specialty radio repair shops—all 
of which do a substantial volume of 
repair business. Tabulation of these 





from March 16 to Dec. 
31, inclusive, is shown in the accom- 
panying table. The first survey showed 
26 repairs per dealer per week; the 
final survey 49 repairs per dealer per 


service calls, 


week, or an increase of 89 percent 
during the period. At a conservative 
estimate of $3 per repair, the business 
done by each shop would average over 
$6,000 per year. Applied to the 179 
dealers in the activity, the total num- 
ber of repairs during the nine months 
would be 300,000—a total 
a yearly basis of well over $1,000,000. 


volume on 





DOVER, NEW JERSEY 


Dealers Handling Service Demands 


ESPITE the fact that some ten 
D per cent of the 65 dealers in 
the territory served by the New 
Jersey Power & Light Company have 
gone out of business, the company 
reports that they have carried on no 
appliance repair promotion during 
1942, and plan none for 1943. Dealers 
are showing fair ability to handle the 
service demand, the company reports, 
and their own plans calls for no sup- 
plementary appliance servicing. 

New Jersey Power & Light Com- 
pany served 48,300 residence cus- 
tomers in 1942 against 47,081 in 1941. 


UNIT SALES OF MAJOR E 


In addition they served about 3,700 
domestic farm The kilo- 
watt-hour consumption per customer 
rose from 1,005 in 1941 to 1,080 in 
1942. The aggregate dollar volume 
of appliance business in the territory 
amounted to $360,000 during the year, 


customers 


of which dealers accounted for 
$325,000. 

Saturation shows ranges at 19%, 
refrigerators 56%, water heaters, 
4.3%, and washers 47%. The com- 


pany employs no appliance selling or- 
ganization for customer or dealer 


contact or home service personnel. 


LECTRICAL APPLIANCES 


(New Jersey Power and Light Company) 


Estimate of 








1942 1941 Stocks Remaining 

Company Dealers Total Company Dealers Total New Used 
Ranges......... 150 250 400 447 500 947 100 25 
Water Heaters... 70 100 170 326 150 416 0 0 
Refrigerators. . . . 40 1,500 1,540 414 3,500 3,914 50 50 
Washers... .. ae 500 500 40 1,560 1,600 0 0 
NS oe ai wens — 20 20 9 44 53 25 0 
Cleaners........ 20 300 320 50 500 550 200 25 





ASBURY PARK, NEW JERSEY 


Appliance Conservation Program Featured 


ERSEY Central Power & Light 
Company carried on an Appliance 


Conservation program during 1942, 
and it is planned to continue this 
program this year. The public re- 


sponse, they indicate, has been favor- 
able. 

Of approximately 150 dealers sell- 
ing appliances in the territory, they 
report that 10 have gone out of busi- 
ness and 30 have switched to defense 


The served 105,000 
dence customers in 1942, as compared 
with 101,436 in 1941. Average con- 
sumption rose from 902 kw.-hr. to 934 
during the year. Roughly $1,500,000 
worth of appliances were sold in the 
territory in 1942, of which dealers did 
$700,000. The company employed 16 
people selling appliances, and these 
salesmen also are engaged in customer 


company resi- 





work. Only two per cent have em- contact work. Four home service 
phasized service. women are employed. 
UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Qersey Central Power & Light Company) 
1942 1941 
Company Dealers Total Company Dealers Total 

Sc aduiine ab elete 700 100 800 1,381 250 1,631 
Water Heaters........... 590 20 610 727 50 777 
Refrigerators... .......... 415 400 815 4,270 6,000 10,270 
NS 2 vice ss at 1,200 3,500 4,700 1,316 3,750 5,066 
SE cisralamiat Rew aeaee 385 150 535 440 175 615 
I ia oc noch saws 461 2,500 2,961 1,026 5,500 6,526 
SR ee 1,700 1,000 2,700 2,700 1,200 3,900 

JANUARY, 1943—ELECTRICAL MERCHANDISING 
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ALLENTOWN, PENNSYLVANIA 
Utility Starts Customer Education 


ENNSYLVANIA Power & Light 

Company serving the Allentown, 
Pa., area embarked on a program of 
customer information on the care and 
use of appliances in 1942. Instruction 
and demonstration of repair by home 
service representatives was made to 
individuals and groups of customers. 
In addition programs on nutrition and 
the use of electric service under war 
conditions were an important part of 
the company’s activities. 
25% of the estimated 1,700 
appliance line dealers in the territory 
as of January 1, 1942 have gone out 
of business, the company 
\bout 50% 
other lines such as housefurnishings, 
furniture, paints, etc. Another 50% 
are placing the greatest empl 


appliance service. 


Some 


repe rts. 


of the dealers have added 


lasis on 


estimated 


1942, 


served an 
330,000 residence customers in 


The company 


as compared with 326,337 at the end 
of 1941. Rural customers served 
jumped from 37,954 in 1941 to 39,956 
in 1942. The average annual kilowatt- 
hour consumption increased from 785 
kw. hrs. to 823 during the year. An 
estimated $8,000,000 worth of appliance 
business was done by dealers in the 
territory in 1942, the company having 

yr 


abandoned appliance merchandtsing 
at the end of 1941. 

Present appliance saturation esti- 
mates are 12% for ranges, 30% for 


refrigerators, 2% for heaters, 


2% for ironers. 


water 
for washers, 
The company employs 49 people on 


Cor 
49" 


customer and dealer contact and an 
additional 19 on home service activi- 
ties. While they are no longer mer- 
chandising, they are maintaining ap- 
pljance service with reduced personnel, 
according to J. M. Stedman, manager 
of residential sales for the company. 


UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Pennsylvania Power & Light Company) 





Estimate of 


1942 1941 Stocks Remaining 

Company Dealers Total Company Dealers Total New Used 
Ranges...... 3,000 3,000 2182 6010 8,192 200 
Water Heaters. 300 300 277 379 656 0 
Refrigerators. 5,000 5,000 5,511 35,766 41,277 0 
Washers... . 5,000 5,000 2,293 31,496 33,789 0 
lroners. 400 400 640 2,730 3,370 0 
Cleaners 10,000 10,000 2,900 26,527 29,427 0 
Radio Sets 25,000 25,000 ..... 58,747 58,747 3,000 
Air Heaters. has S606. S508 ..... 
DE aa ete 9) Gi eway Shade le ee 97,483 97,483 





PITTSBURGH, PENNSYLVANIA 


West Penn Tries Appliance Conservation Program 


OTAL outlets handling electrical 
ype adn of any kind in the 
West Penn Power Company territory 
totaled 827 on January 1, 1942, Of 
this number 142 were electrical spe- 
cialty The 
sisted of hardware stores, furniture 
stores, department stores, and other 
miscellaneous outlets. Of the specialty 


dealers. remainder con 


dealers 22 have gone out of busi- 
ness. Only three specialty dealers 


have taken on other lines of merchan- 


dise, in each case furniture and floor repair business for dealers, to organ- 
UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(West Penn Power Company) 
Estimate of 
1942 1941 Stocks Remaining 
Company Dealers Total Company Dealers Total | New Used 
Ranges....... 0 2,750 2,750 0 5,744 5,744 _ Jape 
Water Heaters. 0 565 565 0 930 930 ae) asees 
Refrigerators. 0 7,250 7,250 0 30,871 30,871 70 250 
Washers. . 0 11,850 11,850 0 23,899 23,899 150 500 
DeGe .....5% 0 2,200 2,200 0 3,024 3,024 ere 
Cleaners...... 0 6,200 6,200 0 9,817 9817 3,000... 
Radio Sets... . 0 + 31,500 31,500 0 41,186 41,186 8,000 3,000 
IES Lamp..... 0 19,100 19,100 0 22,604 22,604 14,000 
ELECTRICAL MERCHANDISING—JANUARY, 1943 


coverings. 92 specialty dealers now 
intend to continue business, relying on 
service as their principal source of in- 
come. Of the 120 specialty dealers 
still in business, it is estimated that 
35% will be forced to close before the 
end of 1943. 

The company has actively carried on 
an Appliance Conservation Program 
together with a planned service activ- 
ity designed to educate customers on 
appliance use, to promote appliance 








ACCENT ON SERVICE 


The home laundry keeps America clean. 


Today with 


the restrictions on commercial laundry facilities, it is more than ever true that “for 


family washing there is no place like home.” 


When this 1934 washer was built 


there were already 8,725,000 electric washers in use, and today the number is over 


17,000,000. 


ize repair pickup service in outlying 
areas, encourage uws¢ t dealer ac- 
counting systems, locate sources of 
repair parts, and encourage appliance 
training meetings service dealers. 
Of the dealers mentioned above there 
are approximately 468 doing service 


work 


The company 


who have facilities. 
220,230 
as compared 
1941. The 


adequate 
served resi- 
dence customers in 1942. 
216,555 in 


it] 
with average 


+7 


innual kw. | nsumpt per custo- 
mer increased from 1,069 in 1941 to 
1,126 in 1942 

The West Penn P mpany 
does no merchandising stimates 
that dealers in the erritory sold 
$6,325,000 worth of appliances in 1942. 
Unit sales are given it ‘ompany 
ing table. Estimated sa ion shows 
10.7% f inges, 73.6 rrigera- 
tors, 1.4¢ water hea 92.3% 
for washers and 7.6% for ironers 








EAST NORTH CENTRAL 








CLEVELAND, OHIO 


Few Cleveland Dealers Have Quit 


REPORT from J. E. North, 
Riana of residential sales of the 
Cleveland Electric Illuminating Com- 
pany, points out that the mortality of 
electrical dealers in the Cleveland area 
has not been as great as had been 
anticipated. The company field men 
were contacting 195 appliance accounts 
as of January 1942. Of these, 46 
were hardware dealers, 57 were fur- 
niture dealers, 11 were department 
stores, and 81 were classified as mis- 
cellaneous dealers, primarily appliance 
accounts. Of the total group, only 
nine of the stores have closed. Two 
appliance accounts that were slated to 
will remain because the 
owners are now employed in defense 
industries and their wives are 
ating the stores so that 


close open 


oper- 


they can retain 


their identity for the postwar period. 


They have taken on additional lines 
to replace lines of appliances—a_ con- 
dition which is true of 


approximately 


95 of the appliance dealers 





Reports from the company’s field 
men indicate that men working on out- 
side sales organizations have prac- 
tically disappeared from the field and 
are now in defense industries. De- 


furniture 
ippliance 
salesmen to other departments 

The Cleveland Electric Illuminating 
Company discontinued gatherit 
mation on 


partment stores and larger 


stores have transferred their 


1@ infor- 


appliance sales several 


months ago, and that portion of their 
regular report must be omitted this 
year. 
, ' 
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CINCINNATI, OHIO 
Only Three Percent Dealer Casualty 


A CORDING to F. S. Dewey, gen- 
i eral sales manager, The Cincin- 
nati Gas & | lectric ( 


cent of the dealers have gone out of 


The Cincinnati Gas & Electric Co., 
served a total of 247,500 domestic and 
rural residences in 1942 compared to 
241,211 in 1941. Average annual 
business to date, but an estimated 75 kw. hr. consumption per customer 
percent of the dealers have added other dropped slightly from 1044 kw. hrs. in 
lines, chiefly furniture. The company 1941 to 1040 in 1942. The company 

irried on no appliance repair promo- discontinued merchandising on May 1, 

in 1942, but it is making a study 1942. 
Mf the repair demands for 1943. Home Saturation to date shows 21 percent 
yncentrated on the tor ranges; 87 percent for refrigera- 


, only three per- 


Vice activities < 
preservation of food and nutrition, and tors; 4 percent for water heaters; 60 
advertising promotion was directed percent for washers and 10 percent for 


‘hietly to appliance maintenance ironers 


UNIT MAJOR APPLIANCE SALES 
Cincinnati Gas & Electric Territory 


1942 1941 

*Company Dealers Total Company Dealers Total 
Ranges 90 610 700 223 1,520 1,743 
Water Heaters 70 150 220 219 208 427 
Refrigerators 269 1,147 30,588 31,735 
Washers 303 1,307 20,936 22,243 
lroners 97 295 3,671 3,966 
Cleaners 147 1,022 21,925 22,947 
Radio Sets None None 97,435 97,435 
Air Heaters 218 None 3,243 3,243 
IES Lamps 762 3,720 39,425 43,145 


* Discontinued merchandising May 2, 1942 





NORTHERN INDIANA 


Northern Indiana Converts to War 


M \NY of the large industries in Phe iverage kilowatt-hour con 
i the territory served by the sumption per cust 

‘ ‘ —_ = 

India 


mer jumped from 


1941 to 910 in 1942 


na Public “sé rvice C 1 862 in 


pany are now « pletely converted t 
ty rep Data UNIT SALES OF MAJOR 
ler mortality ELECTRICAL APPLIANCES 
ul ervicing | (Northern Indiana Service Company) 
aati erved 112500 re 1942 1941 
panty <r ~ Ay ond Company Sales Only 
— ob ae be cage 5 Ranges 550 959 
idded to arg ys Water Heaters 325 466 
g In additi Refrigerators 130 660 
M t sified a IES Lamps 1,250 339 





INDIANAPOLIS, INDIANA 
One Out of Four Dealers Quit 


O' in estimated 65 appliance deal- customers are classified as rural. 
ers in the territory served by the lhe average kilowatt-hour consump- 


inapolis Power & Light Company, tion was 960 kw.-hrs. in 1941. No 
approximately 25% have gone out of figures are available for the past year. 
busi tl pany reports, and Estimated saturation at the end of the 
17 f the dealers are emphasizing year showed ranges at 13.%, refriger- 
service ators 65%, water heaters 3.9%. 

[he company served 103,000 resi The company employs five people in 


| nsctamer +t “An ra sar itl ; . e . : 
dence customers in 1942 compared with appliance sales, one in dealer contact 


100 ( : RE eer ‘ . . . 
100,000 in 1941. An additional 21,000 work, and eight in home service. 
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UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Indianapolis Power & Light Company) 
Estimate of 





1942 1941 Stocks Remaining 
Company Dealers Total Company Dealers Total New Used 
Ranges 283 500 783 1,049 1,321 2,370 8 
Water Heaters 274 160 434 665 312 1,099 
Refrigerators. . . 149 1,484 is 
Washers 78 336 
lroners 105 86 
Cleaners 136 hee / es 75 
Radio Sets 156 403 
Air Heaters 143 a 166 <P 
IES Lamps 2,950 ‘<< ' Sa “> ie 300 





JACKSON, MICH. 
$6,000,000 in 1942 Appliance Business 


HE Consumers Power Co., a_ pared to 427,864 in 1941. The kw.-hr. 

Commonwealth & Southern Co. consumption per domestic customer 
subsidiary serving Jackson, Mich., esti- rose from 1,306 kw.-hr. in 1941 to 
mates that 10 percent of the 788 deal- 1,348 kw.-hr. in 1942. 
ers of all types handling appliances,in Dealers in the territory accounted 
that territory went out of business in for 66 percent of the estimated $6,000,- 
000 worth of appliances sold during 
service on consumers’ appliances dur- the year. The power company em- 
ing the year, but engaged in no out- ployed 47 people in their sales depart- 
standing promotions in 1942, and ment and six home service representa- 
present plans contemplate none in 1943 tives. Saturation in the territory is 


except for an extension of the institu- estimated at 26 percent for electric 
tional advertising job. 


ranges; 64 percent for refrigerators; 
The company served 433,594 domes- and 4.5 percent for water heaters. No 
tic and rural customers in 1942 com- figures available on washers, ironers. 


1942. The company carried on regular 


UNIT SALES MAJOR APPLIANCES 
(Consumers Power Territory) 


1942 1941 


Company Dealers Total Company Deaters Total 


Ranges 2,200 6,286* 8486 3,884 6,920 10,804 
Water Heaters 900 1,452* 2,352 1,752 1,078 2,830 
Refrigerators 3,059 12,236* 15,295 9,811 35,461* 45,272 
Washers 1,645 unknown 1,645 3,116 unknown 3,116 
lroners 577 a 577 1,301 ” 1,301 
Cleaners 1,065 “ 1,065 2,897 ” 2,897 
Air Heaters 535 nid 535 401 ™ 401 
IES Lamps... 4,000 , 4,000 7,492 . 7,492 


* This figure estimated and based on percentage of company sales to total sales in territory 
where we operate. 





CENTRAL ILLINOIS 
Little Change-Over to New Lines 


NLY two per cent of the dealers pany adds that to date only ten per 
QO in the territory served by the cent have actually gone out of business. 
Outstanding promotion during 1942 
centered on a Nutrition Program. 


report from that company. The com- The company served a total of 


Central Illinois Light Company have 


changed to other lines, according to a 


UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Central Illinois Light Company) 


1942 1941 
Company Dealers Total Company Dealers Total 
Ranges 269 135 404 588 305 893 
Water Heaters 214 50 264 256 60 316 
Refrigerators. . . 288 500 788 1,496 2,585 4,081 
Washers 463 740 1,203 1,113 1,670 2,783 
lroners. ; 106 120 226 167 180 347 
Cleaners 126 300 426 570 1,345 1,915 
IES Lamps 980 600 1,580 4,059 2,500 6,559 
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ACCENT ON SERVICE 


of the vacuum cleaner into one of the nearly 700,000 home: 
that year. 


electric cleaner provides. 





In 1931 this enterprising young man carried the story 


that bought a cleaner 


Already 9,000,000 families were benefitting from the dustless home the 
In the years since, with a high 
number of vacuum cleaned homes now stands at about 13,500,000. 


replacement rate, the 
Cleaner repair 


and service provides one of the appliance dealers’ opportunities today. 


s in 1942, 
1941. Of 


sf 


U are 


‘ t Cc ympared 
th 68.100 in these ap- 
yximately 5 classified as 
kilowatt- 


1,183 in 


rural. The average annual 

ur consumption rose from 
1941 to 1,208 in 1942 and 
‘company did approximately $400,000 
vortl } 1942. 


rth of appliance business in 
employs 18 people 


Dealers 


The utility now 


selling appliances, plus two dealer con- 


tact men and six home service repre- 


sentatives. 
100 dealers 


dealers are 


There are approximately 
in the territory. These 
being surveyed on appli- 
ance servicing at present, and repair 


training classes may be instituted dur- 


he coming year 


ing ’ 
Estimated saturation to date shows 
ranges 11% 


heaters 3%, 


, refrigerators 60%, water 


washers 65%, ironers 8%. 





Six-Sevenths of Chicago 
Carry On Through 1942 


. has been a struggle for existence 
in any line—electrical 
dealers have not been the sole victims 
of the The that six- 
sevenths of the Chicago dealers were 
yn deck when the whistles blew for 
1943. Dealers whose appliance volume 
was important enough to cause them 


retailing 


war. news is 


ELECTRICAL MERCHANDISING—JANUARY, 


CHICAGO 


Dealers 


to maintain displays and service de- 
partments survived to the number of 
300. Of course it has been said that 
3,200 Chicago retailers once sold some 
kind of appliances, but in these fringe 
cases they have gone quietly back to 
cigars, cigarettes or luggage as stocks 
were exhausted. 


1943 





Distributors and jobbers have been 


equally sturdy in the Windy City. 
Most wholesalers sell electrical sup- 
plies, and the distributors have taken 


on so much new stuff that their 14th 
floor rookery at the Merchandise Mart 
looks like a fair. 

Repairs have proved to be the key to 
survival. There are 76 service shops 
operating full blast, and all of the 
real appliance houses have service de- 
partments. Just as bakeries, cobblers, 
soda fountains, dressmakers — any 
business that turns out stuff tailor 
made—continue to function in bad 


times, so will the repair shop, regard 
less of merchandise. 

appliance 
vanished from most of the 


Of course stocks have 
generally 
Chicago Loop district, but a 
survey by E. M. Ball, manager, dealer 
cooperation department, Common- 
wealth Edison Company, reveals that 
many shrewd retailers laid in consid- 
erable inventories of appliances which 
they are passing out like Russian 
crown jewels. Half of 300 dealers re- 
cently queried gave Mr. Ball the fol- 
lowing picture of what they had on 
hand: 


recent 


MERCHANDISE AVAILABLE FOR SALE 


No. 
dealers 
NE a6 2 pica enn aia 6 
aoe een Os eee 61 
Clocks. . ee — 
CD, ct akccecce. SE 
Fans (desk)........ =¥ i 
Fans (ventilating)............ 23 
Griddles....... He a, 
Hair dryers. .... Nis 29 
| eee 5 
Heating pads............ 91 
Hot plates... . ; ; 28 
lrons. . a ; 34 
lroners. wn ate 41 
Juice extractors... te Vie 50 
eg 47 
Radios (console)....... oa 43 
Radios (portable) 5 ie ao) Pe 
As a service to its customers and 


well, Common- 
wealth Edison Company is now acting 


electrical dealers as 
as an informational clearing house on 
available appliances. Customers seek- 
ing items no longer in stock at the util- 
ity’s stores are given the names and 


addresses of other dealers who are 


No. 
dealers 

Radios (table). . . ors ae 
Record players . —— 
Ranges..... a ; 47 
Refrigerators.......... : 22 
Roasters. . . a ai 48 
Sewing machines......... 27 
Shavers. ase 66 
Sun lamps cube aati : 36 
Therapetuic lamps... . shal 22 
ee ee TTT 71 
Toasters, sandwich Des io 
Fear Ges... 06 . 39 
Vacuum cleaners 85 
Waffle irons. . . 9 a abe 65 
Washers... ... : pas 13 
Water heaters 17 
Christmas tree lights. : 73 


known to have them for sale. 
Appliance sales, of course, 
for 1942. In a city 


data is available, 


slumped 
where no exact 
the shifting about of 
made an_ estimate 


difficult, but for the 


employes doubly 


record here is an 


UNIT APPLIANCE SALES—CHICAGO TERRITORY 


Chimes. . 
Cleaners 
Clocks. 
Coffee makers 
Fans 
Flashlights. 
Heating pads 
lroners , 
Lamps |.E.S.. . . 
Others 


Mixers 7 
Oil burners, heaters. 
Radios. 

Ranges 
Refrigerators. . 
Toasters. . : 
Waffle irons... . 
Washers 
Shavers 
lrons. 


Flashlights were diverted from Chi 
cago to east and west coast cities, but 
tremendous stocks on hand permitted 
the blackout boom to 
This has now subsided. 

Replacements on electrical refriger- 
ators by Chicago dealers were consid- 
ered to be 25 percent of all sales, and 
washers and cleaners about 75 percent. 


run up sales. 


approximate idea of 1942 retail sales 
as compared with 1941: 
1941 1942 
ates 8,100 8,000 
63,500 37,000 
152,000 75,000 
160,000 105,000 
97,250 66,000 
325,000 330,000 
82,600 41,000 
5,000 1,600 
96,700 32,000 
250,000 167,000 
44,500 27,000 
14,150 1,000 
186,300 150,000 
6,500 2,000 
112,500 22,500 
200,000 156,000 
78,300 55,000 
51,400 20,000 
95,000 68,000 
225,000 157,000 
Repair of these items, plus service and 
maintenance, now that new merchan 


dise is difficult to obtain, is expected to 
keep the pot boiling in 1943. It will be 
a thin living, but survival is the thing, 
and most Chicago dealers look ahead 
with assurance to the green pastures 
when peace is declared. 


(Continued on page 14) 
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ST. LOUIS, MO. 


Utility Surveys Service Situation 


ties in 1943, acc 


» territory is served by approxi 
tely 1,000 dealers of all types, ol 
ibout 8 percent have gone out 
ness. They report further that 

5 dealers who sold electri 
ippliances exclusively have changed 
] ly furniture. The 


chiefly 
’ : ¢ ° 
pany itself actively merchandises 


\ 29 Pp i 1 people two 
ealer contact people and 19 home serv 
presentati Phe advertis 
g ¢ the past year incorporated 
ew seri ntitled “Helpful Hints 
Wartime Households” to encour- 
use of electricity and appliances, 
ind repair of appliances, etc. 
In addition, their home service group 
yperated with the nutrition program 
the Red Cross and with the con- 


umer’s division of OPA and OCD. 
It is planned to continue these activi- 
rdit g to C.. E. Michel. 


nated saturation at the close of 


the year showed 11.8 percent have 
c 


-lectric ranges: 85 


ies; 85.5 percent have re- 
figures on other ap 


UNIT SALES MAJOR APPLIANCES 


(Union Electric Territory) 


ta 
t 
ty 
rl 
uppl 
until 
t T 1t ta 
it they 
5 me 
t le iT 4 
1,260 re 
t ] 1 they 
1942 
Company Dealers 
Ranges 550 2,100 
Water Heaters 9 . 
Refrigerators 550 5,709 
Washers 305 ; 
lroners 92 ° 
Cleaners 500 . 
Radio Sets 100 . 
Air Heaters 600 ° 


* Not available 


1941 


Total Company Dealers Total 


2,650 1,868 5,285 7,153 
28 : 

6,259 2,634 37,594 40,228 
817 7 
168 a 
1,444 . 
271 . 
582 3 





KANSAS CITY, MISSOURI 


Emphasis All on Service in Kansas City 


T é e applian service 
tuat Kansas City, the 
Kan Cit r&] Company 
has wu icks equipped with 

rk ators and repair 


us districts in the 
territory t 


ree months. The 

personne the trucks exchange lamp 
bulbs, a ppliances except 
wa tor Phis work 
W 43, the company 

under 
est! 

| g app 
N wn shop 
' p Or 
pial ¢ r 
ae 
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adequate to meet customer 
Of some 50 electric range dealers 
cooperating with the 
have gone out of 


company, six 
business, and 14 
are emphasizing service, the company 
reports. 

The Kansas City Power & Light 
Company served 117,692 residence 
customers in 1942 compared with 
115,095 in 1941. Rural customers 
increased from 3,460 to 3,826 during 
the year. The average kilowatt-hour 

nsumption per customer rose from 
1,118 in 1941 to 1,130 in 1942, No 
estimate is available of the total dollar 

» of appliance business in the 

ry, but figures on company sales 


ire included in the accompanying 
table. 

Saturation to date shows ranges at 
18%, refrigerators 80%, and water 


heaters at 2%. No figures are avail- 


able on washers and ironers. 

The company employs 25 combina- 
tion salesmen-appliance repairmen, 
plus one dealer contact man, and four 
home service girls. 


UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Kansas City Power & Light Company) 


Company Dealers Total Company Dealers Total New Used 


1942 
Ranges... 705 333 1,038 
Water Heaters. 174 33 207 
Refrigerators. . . 606 
Washers... 145 
lroners. .... 62 
Cleaners... . 245 
Radio Sets... 134 
Air Heaters ee 
1ES Lamps... 3,113 


Note: The utility reports that the above 1 


Estimate of 
1941 Stocks Remaining 





2,471 742 3,213 500 20 
383 33 416 20 0 
1,777 - nf 0 0 
ae 0 0 
25 0 

200 

facts 600 
7,340 6,000 : 


942 sales figures cover 10 months only on 


ranges, water heaters, refrigerators; whereas the balance of the 1942 figures (washers, 
ironers, cleaners, radio sets, air heaters and IES lamps) cover two months only. 





HURON, SOUTH DAKOTA 


Power Company Taking On Repair Jobs 


HE Northwestern Public Service 
Company, with headquarters at 


Huron, South Dakota, reports that 
they will be forced to assume 98% 
f all appliance repairs due to the 
dealers going out of business. They 
estimate that 50% of the 56 dealers in 
the territory have already gone out 
yf business, 10% have changed to 
ther lines. The company is con- 
tacting customers and leaving litera- 
ture on the care and use of present 
equipment. 

The utility served 33,390 domestic 
customers in 1942 as compared with 


34,380, in 1941. The kilowatt-hour 
consumption per customer rose from 
965 kw. hrs. in 1941 to 1,000 in 1942. 
The aggregate dollar volume of 
domestic appliance business in the ter- 
ritory amounted to $700,000 in 1942, 
the company estimates, with dealers 
déing about half of this total. The 
company actively merchandises, em- 
ploys 10 commercial managers, 10 
customer contact men, and 10 home 
service girls. 

Saturation to date shows ranges at 
23%, refrigerators 60%, water heat- 
ers 7%, washers 85%, ironers, 1%. 





ACCENT ON SERVICE 


ping for electrical refrigerators to add glamor and comfort to their homes, there 
were less than 5,000,000 such refrigerators in use. Since that time refrigerators in 
use have increased to 19,900,000. All these of early and late manufacture must be 
kept running. 
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In the summer of 1934 when these women were shop- 
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UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(The Northwestern Public Service Company) 





Estimate of 


1942 1941 Stocks Remaining 

Company Dealers Total Company Dealers Total New Used 
Ranges...... 583 157 740 1,062 387 1,449 500 150 
Water Heaters. 258 31 289 329 92 421 200 oe 
Refrigerators... 923 766 1,689 1,316 1,933 3,249 75 100 
Washers... .. 338 1,062 1,400 284 1,886 2170 150 100 
eae 45 41 86 42 58 100 50 
Cleaners. ... 193 250 443 194 250 444 400 
Air Heaters. . 137 100 237 100 100 200 100 
IES Lamps.... 876 550 1,426 1,195 1,000 2,195 4,000 








SOUTH ATLANTIC 








WASHINGTON, D.C. 


Emphasis on Service Training and Education 


T the time of going to press, no 
figures are available on sales of 
major appliances in the Washington, 
D. C. territory although in the past 
pretty accurate records have been kept 
by the Electric Institute, under the 
direction of J. S. Bartlett. The Insti- 
tute’s activities and promotion during 
the past year has been concerned 
chiefly with the problem of maintain- 
ing appliances in service, training re- 
pair men and surveying the facilities 
of the city for appliance service. 
“From the very beginning,” accord- 
ing to Mr. Bartlett, “We have felt that 
the stimulation of additional repair 
business was unwise due to the limited 
facilities among repair agencies... . 
We have been telling the story of 
‘Keep your appliances in proper oper- 
ating condition’ through the medium 
of advertising. In our laundry repair 
problem, we cooperated with dealers 
primarily in an attempt to inform the 
public of service problems and urge 
the public to be patient. Other efforts 
have been toward the training of serv- 
icemen. A 12-lesson course was or- 
ganized for oil burner truck men, etc. 
to enable them to handle minor service 
calls. Attempts have been made to 
develop attendance in radio and re- 
frigerator repair classes offered by the 
local vocational school. Our program 
for 1943 will probably include an in- 
tensification of servicemen’s training 
classes if we are able to locate stu- 
dents. A survey of service facilities is 


now under way.” 

\s to the ability of the dealers to 
handle demands for service, the Insti- 
tute reports that there is a lot of com- 
plaining as to the availability of repair 
parts and experienced servicemen, but a 
limited survey of appliance users does 
not indicate that there is any very 
serious difficulty as yet in securing 
repairs. The Institute feels, how- 
ever, that these difficulties will increase 
in 1943, even if some of the problems 
of manpower and repair parts are 
given recognition by the OPA and 
W PB. 

The Electric Power Co. 
which serves Washington had an in- 
crease in domestic electric customers 
during the past year from 179,325 in 
1941 to 192,244 in 1942. In addi- 
tion, they serve about 3,300 rural cus- 
tomers. Average annual kw.-hr. con- 
sumption per customer rose from 1,319 
kw.-hr. to 1,340 kw.-hr. in 1942. The 
company does no merchandising but 
the Electric Institute employs 36 peo- 
ple in customer and dealer contact and 
7 home service representatives. 

Of the estimated 276 dealers in the 
territory handling appliances, about 10 
percent have gone out of business to 
date, 2 percent have changed to other 
lines, chiefly giftware and furniture, 
90 percent emphasize service. 

The estimated remaining stock is 
about as follows: Ranges 500; water 
heaters 40; refrigerators 175; clean- 
ers 800; radio sets 2,000. 


Potomac 





RALEIGH, N.C. 


Dealers Operate Appliance Maintenance School 


N Raleigh, N. C., the Carolina Power 
& Light Co., reports that dealers 
carried on an appliance training school 
in 1942, and the company expects to 
follow up this activity with similar 
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training courses in 1943. Public re- 
sponse to that activity has been good, 
they report, and dealers up to the pres- 
ent have been able to handle the serv- 
ice demands in the territory. 


1943 





The company served 90,200 resi- 
dence customers and 18,100 rural cus- 
tomers in 1942 as compared to 88,080 
residence and 17,786 rural respectively 
in 1941. Some 300 dealers of all types 
in the territory sold $3,542,900 worth 
of appliances in the territory last year, 


$294,000. No 
available of the number of dealers who 
have gone out of business this year. 
Saturation at the end of the year was 
27 percent for ranges; 89 percent for 
refrigerators and 8.6 percent for water 
heaters. 


ditional figures are 





Washer and ironer figures 

and the company accounted for an ad- are not available. 

UNIT SALES MAJOR APPLIANCES 

(Carolina Power Territory) 
1942 1941 
Company Dealers Total Company Dealers Total 

Ee 40 2,200 2,240 274 4,843 5,117 
Water Heaters........... 55 775 830 306 1,697 2,003 
Ee 4 3,570 3,574 112 14,691 14,803 
WS oe ciwip awaees 4 3,440 3,444 11 6,975 6,986 
en aa atin 13 1,800 1,813 14 2,787 2,801 
PI yon eave ciceowsa 0 23,200 23,200 6 38,626 38,632 
Be Wc oxbinesccs 892 9,650 10,542 2195 17,461 19,656 





Utility Sponsors Service 


HE Florida Power & Light Co., 

with headquarters at Miami re- 
ports that 50 percent of their promo- 
tion during the past year was devoted 
to appliance repairs and the company 
is conducting and sponsoring training 
classes for service personnel. Both the 
public and dealers have responded well 
to their efforts, they report. 

Of the estimated 654 dealers in the 
territory on January 1, 1942, an esti- 
mated 20 percent have gone out of 
business; 20 percent have changed to 
other lines, such as furniture, notions, 
etc., 30 percent emphasize service, and 
the remaining 30 percent are continu- 


MIAMI, FLORIDA 
Training 


ing their primary business. So far 
dealers have been able to handle the 
service business adequately, but the 
utility is planning to supplement their 
activities if necessary. 

Florida Power & Light served an es- 
timated 139,400 residence customers in 
1942 as compared to 135,587 in 1941. 
The average annual kw. hr. consump- 
tion remained static at 1390 kw. hrs. 

There was a total aggregate dollar 
volume of appliance of $3,508,000 in 
the territory of which dealers did $3,- 
500,000. Saturation shows ranges now 
at 26.6 percent; refrigerators at 68.3: 
and water heaters 15.7. 


UNIT SALES MAJOR APPLIANCES 
(Florida Power and Light Company) 


Estimate of 





1942 1941 Stocks Remaining 
Company Dealers Total Company Dealers Total 
|. Pee 17 2,600 2,617 340 7,164 7,504 200 
Water Heaters 9 1,100 1,109 173 3,326 3,499 100 
Refrigerators. . 2 5,400 5,402 296 19,197 19,493 200 
Washers... ... 9° 2,150 2,159 148 4838 4,986 50 
RRR .60s, 1 250 251 29 577 606 15 
Cleaners...... oy 1,100 1,109 134. 2460 2,594 50 
Radio Sets.... 18 22,000 22,018 214 47,218 47,431 300 
Air Heaters... . ¥ 1,250 1,250 1 Fs * aes 
IES Lamps.... 41 17,000 17,041 1,087 67,433 68,520 1,000 





ST. 


PETERSBURG, FLORIDA 


Utility Starts Service Schools for Dealers 


4 


ITH an estimated 25% of the 

60 electrical appliance dealers 

in the territory served by the Florida 
Power Corporation, St. Petersburg, 
Florida, out of business, the company 
has instituted service schools for the 
remaining dealers, and their home 
service department makes appliance 
service a regular part of all their 
group meetings. In addition, they 
do bill stuffer and newspaper adver- 
tising on maintenance of equipment. 
Some 10% of the dealers in the 


territory have changed to other lines, 
chiefly furniture and household fur- 
nishings. Approximately 25% have 
emphasized service, handling all small 
appliances and about 60% of the 
major appliances. 

The company served 33,000 domes- 
tic customers in 1942 against 32,185 
in 1941. Kilowatt-hour consumption 
averaged 1,230 kw. hrs. per customer 
in 1941. Dealers in the territory sold 
approximately $700,000 worth of ap- 

(Please turn to page 16) 
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pliances in 1942, with the company the year showed ranges at 25%, re- 

varticipating only on ranges and water frigerators at 659%, and water heaters 
eaters to a limited extent at 25%. No figures were available 
Estimated saturation at the end of on washer and ironer saturation. 


UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Florida Power Corporation) 
Estimate of 


1942 1941 Stocks Remaining 

Company Dealers Total Company Dealers Total New Used 
Ranges 25 300 325 109 861 970 75 35 
Water Heaters 32 275 307 136 776 912 50 awa 
Refrigerators. . . 750 750 2,764 2,764 50 100 
Washers 500 500 P 848 848 350 100 
lroners 50 50 arate 719 19 35 Mie 
Cleaners 250 250 450 450 100 
Radio Sets 2,500 2,500 4,000 4,000 750 
Air Heaters 150 150 : 200 
IES Lamps 250 600 850 700 1,200 1,900 300 
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LOUISVILLE, KY. 


Dealers Taking Care of Service Demands 
¢ Louisville, Ky., the Louisville Gas 
Fle tric } 


Louisville Gas & Electric Co. served 


& has been devoting 79,600 domestic customers and 19,456 


their efforts to defense housing and rural customers last year compared 
industrial needs of the several large to 78,149 domestic and 18,082 rural 
efense plants in the territory. Cus in 1941. Average annual kw.-hr. con- 
r appliance repair promotion has sumption per customer rose from 945 
en confined to newspaper advertis kw.-hr. to 961 kw.-hr. during the 
g, the company reports, and the year. They employ no appliance sales 
public and dealer response has been personnel and only one in dealer con- 
good. So far the dealers have been tact work 


yle to take care of the 


lemand for ap No figures are available for appli- 
pliance é ind the company is ance sales for 1942, the company 
t pla g to supplement their ac Says, nor are figures on saturation 
tie rs 3 | plia ( el r t la Last year dealers sold 175 
| \ la 9 in be T deale rs ranges, 54 water heaters, 13,921 Tré- 
lling appliances no longer have met frigerators, 7,200 washers and 600 
vailable but continue in busi ironet Only a limited amount of 
other lines, the com- merchandise remains in stock at the 

[ p | ent e, they said. 





KNOXVILLE, TENN. 


12 Percent of Dealers Out of Business 


. r Knoxville, Tenn., the Electric 
Power & Water B ird reports 


about 12 percent Oo! the ov 


chandising is done by the dealers and, 


1 1942, they accounted for $1,200,000 
in appliance sales. 
lhe Board carried on a 


eae f 1 
Calt ta 


types in the territory customer 


education program for the care of ap 


UNIT SALES MAJOR APPLIANCES 
(Knoxville, Tenn. Territory) 


1942 (Dealers) 1941 (Dealers) 


Ranges 1,200 2,507 
Water Heaters... 675 1,302 
Refrigerators. . . . 950 4,386 
Washers 1,400 3,143 
lroners. 140 138 
Cleaners 400 594 
Radio Sets 5,000 7,817 
Air Heaters “ie se 1,000 932 
1. E. S. Lamps 3,500 4,658 
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pliances in the home and to teach the 
housewife to replace fuses and handle 
minor repairs. In addition, they are 
conducting educational classes for serv- 
icemen and are planning to supplement 
dealer servicing if it does not prove 
adequate to meet customer needs. 
The Electric Power & Water Board 
30,780 and 5,850 
rural residence customers in 1942, as 
compared with 29,177 residential and 
5,473 rural customers in 1941. Aver- 
age residential kw.-hr. consumption for 
the year 1942 declined from 1,790 


served domestic 


kw.-hr. to 1,671 kw.-hr. 

Estimated saturation as of the end 
of the 
ranges, 75 percent for refrigerators and 


in the year. 


year shows 36 percent for 
13 percent for water heaters. No fig- 
ures on washers or ironers are avail- 
able. 

Outstanding promotions in 1942 in- 
cluded 


war bonds, an education campaign on 


an institutional campaign on 


repairs, home maintenance and nutri- 
tion; a drive to help dealers get more 
repair business and others. 





CHATTANOOGA, TENNESSEE 


Apprentice Training on Appliance Service 


HATTANOOGA’S Electric 
Power Board reports that deal- 


The Power Board served 40,013 
residence customers in 1942 as against 


ers have reduced or eliminated service 39,582 in 1941. An additional 216 
as their trained men have left them. ‘ural customers are served. The 
Thev have been forced to maintain an 4Verage kilowatt-hour consumption 


appliance repair department and have 
instituted an apprentice system of 
training younger men to do this type 
of work. Of the 35 dealers selling 
electrical appliances in the territory, 
six per cent have gone out of business, 
they report, and 94% have changed to 
other lines, Dealers selling appliances 
exclusively were four in number, and 
now only two remain. 


per customer is maintained at a high 
level, the figures showing 2,300 kw. 
hrs. for 1942 as compared with 2,126 
for 1941. 

The total dollar volume of appliance 
business, all done by dealers, amounted 
to $1,500,000 last year. Saturation 
stands at 51% for ranges, 90% for 
refrigerators, and 22% for water 
heaters. No record is available of 
washer or ironer acceptance. 


UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(Electric Power Board of Chattanooga) 


Estimate of 


1942 1941 Stocks Remaining 
Company Dealers Total Company Dealers Total New Used 
Ranges 1,350 1,350 3,516 3,516 200 
Water Heaters. 800 800 1,247 1,247 200 
Refrigerators. . . 2,300 2,300 7,587 17,587 20 
Washers 1,600 1,600 ne 3,728 3,728 50 





BIRMINGHAM, ALA. 


Continues Appliance Repair Program 


T Birmingham, Ala., the Birming- 
Electric Co., which serves 
the city, reports that they have carried 
on a continuous repair program sup- 


ham 


drive has been good, they report, and 
dealers at present have been able to 
handle the service demand adequately. 
The company is not planning to sup- 





ported by advertising during 1942, plement dealer servicing at present, 
and plan to continue it in 1943. Both but is helping train personnel in co- 
public and dealer response to this (Continued on page 20) 
UNIT SALES MAJOR APPLIANCES 
(Birmingham Electric Territory) 
Estimate of 
1942 1941 Stocks Remaining 
Company Dealers Total Company Dealers Total New Used 
Ranges....... 20 488 508 96 1,233 1,329 750 50 
Water Heaters. 31 90 121 88 214 302 600 
Refrigerators. . FF :. eas 10,341 10,341 
Washers... ee? eee 5,254 5,254 
lroners. . 147 _ Cee 231 231 iin 
Cleaners 848 848 1,929 1,929 300 50 
Radio Sets ae 16,501 16,501 Par 30,970 30,970 7,500 500 
Air Heaters. . 63 1,500 1,563 201 1,400 1,601 50 
IES Lamps 476 12,500 12,976 1,423 14,228 15,651 5,000 
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IT TAKES A LOT OF 
G-E MAZDA LAMPS TO 


“KEEP EM FIGHTING!” 





a~ 
‘a 





Cut-away view of 
G-E MAZDA Sealed 
Beam Auto Lamp. 





New G-E airplane 
landing lamp. 








BOEING B-17 FLYING FORTRESS. Over 100 G-E MAZDA lamps of various 
types are used on large bombers to help “keep them flying.’”’ Shown at the 
left above is the G-E MAZDA “‘All-Glass’”’ Sealed Beam Auto lamp which 
furnished the principle for developing the G-E MAZDA “‘All-Glass”’ Air- 
plane Landing lamp, shown below it. 








Tell your customers these 3 


simple ways to get added light 


To conserve critical materials is a wartime neces- 
sity. Conservation includes getting all the light 
possible from present equipment. Here are three 
things you can tell customers that will help them 
get from 25 to 50% more light from the same lamp 
bulbs: 

1. Keep lamp shades clean by regular dusting, 
brushing, or dry cleaning. Wipe bulbs with a damp 
cloth. Wash all lighting glassware in warm soap 
suds. DRY thoroughly and DO NOT get sockets, 
cords, or plugs wet. 

2. Clean walls and ceilings too. Light colors and 
clean walls and ceilings reflect light, which is lost 
when they have become dirty, dusty, or dark. 
Fresh paint or a good cleaning will yield a sub- 
stantial increase in the amount of useful light. 

3. Use light-lined shades. Lamp shades dark on 
the inside should be replaced with shades with 
light linings. This can frequently DOUBLE the 
light. Spray or paint the lining or cut white paper 
lining to fit inside. 
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G-E’s WARTIME LIGHTING GUIDE 
HELPS YOU GIVE REAL 
LIGHTING SERVICE 


Many G-E lamp agents report 
that the new Wartime Lighting 
Guide is helping them give their 
customers a much-appreciated 
lighting service. It is helping 
them answer questions about 
how to get more light from 
present fixtures, how to avoid 
wasting light, how to clean lighting equipment, 
how to fix frayed cords and faulty switches, how 
to make lamps do double duty, how to conserve 
eyesight with proper light, and questions about 
blackout lighting. 





Many lamp agents find the Wartime Lighting 
Guide a great help in teaching new sales people 
what they should know about lamps and lighting. 
To get the greatest use from it, keep it handy be- 
side your display of G-E MAZDA lamps. If you 
don’t have a copy, see your G-E MAZDA lamp 
supplier. 


1943 





More than 200 types 
required to build and fly 


America’s planes 





Millions of G-E MAZDA lamps have gone to war 
... both on the actual firing line and in thousands 
of factories producing war material. And General 
Electrical research has also gone to war to develop 
many lamps for special wartime uses. 


Curiously enough, a Pyrex pie plate furnished by a 
Cleveland hardware store served as the first lens 
for one of these special lamps in its experimental 
stage. It all happened when the Army and Navy 
wanted a new type of airplane landing lamp, 
similar in principle to the G-E MAZDA “All- 
Glass’’ Sealed Beam auto lamp but with practical- 
ly flat lens to fit into the underside of a piane’s 
streamlined wings. 


To construct an experimental lamp of this type, 
G-E engineers needed a certain sized piece of hard 
glass for the lens. They wanted it in a hurry. So 
one of the engineers walked into a neighborhood 
hardware store and bought the Pyrex pie plate. 
Late» they designed a filament that would give a 
beam of light twenty times more powerful than an 
auto headlamp. Out of it all came the new G-E 
Airplane Landing lamp, hermetically sealed against 
dust and dirt and impervious to the corrosive 
action of salt water and salt air. 


The landing lamp is only one of more than 200 
different types of lamps required to build and fly 
America’s planes. Besides its regular lamps re- 
quirements, the Navy uses over 100 types of 
special lamps. The Army also needs millions of 
lamps for jeeps, trucks, gun carriers, staff cars, 
motorcycles, tanks, and many other uses. It takes 
a lot of lamps to help win a war! 
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HOW G-E LAMP AGENTS 
ARE HELPING THE O. D. T. 


The O.D.T. (Office of Defense Transporta- 
tion) has asked all of us to reduce trucking 
mileage, eliminate special deliveries, and 
reduce telephone calls. 


We want to cooperate and we want of course 
to give you the best possible service. You 
can help by planning your orders of G-E 
MAZDA lamps so that your lamp distribu- 
tor will not have to make any more ship- 
ments than necessary. 


Such “planned ordering’’ makes for more 
economic handling, fewer deliveries, less 
use of the phone for follow-ups. 


Se a i i i i ee i i i ie 


Your cooperation will be a very helpful 
contribution to the conservation program, 
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Back to School Special 


Step right this way, folks, 

and see G-E’s new three R’s 

repair, replacement and 

the right care of G-E appli- 

ances. Thousands of new 

service people are being 

trained to keep irreplaceable 

G-E appliances working for 

the duration. The war raided 

the ranks of service men, so 

new ones had to be trained and G-E was the first 

to conduct such “Service Schools.’’ Thousands of 

service experts are being turned out. Here’s another 

opportunity for the G-E Dealer to keep going as 

appliance leaders in these keep em working times. 

Ask your G-E distributor for January training school 
dates for your city. 


Best buy in 
America 


(this illustration is 
part of our Jan.- 
Feb. national ads.) 


War Bonds! Bonds today for homes tomorrow! 
Uncle Sam urges everybody to buy War Bonds now 
and use the accumulated savings as a nest egg to 
help build and equip new homes after the war. 
G-E advertising (as you can see) is right in step 
with the government’s wishes. Goes even farther, 
in fact, by pointing out how the G-E Consumers 
Institute is helping ow to plan the better living 
that’s to be built into tomorrow’s Victory Homes. 


Right after Old Glory, 
we're proud of this flag 
that’s flying at every G-E 
plant. Over 15,000 former 
G-E’ers now serving Uncle 
Sam! We're proud of the 
lot of them, boys and girls, 
and we’re going to keep 
working our heads off to 
keep them proud of us. 


Aviator’s Classic 


Fine, soft-spun woolens with 
wires, for snug fit and automatic 
warmth without weight. You 
guessed it! The famed General 
Electric Blanket goes to war as 
high altitude flying suits for U. S. 
Airmen. This wartime experience 
adds up to slick post-war sales 


story for dealers and salesmen. 3. 


Weapons for Victory 


G-E’s war workers, 165,500 strong, are turning out a 
lot of weapons for victory. A lot of fighting tools to 
help our boys win, and come back to a better America. 
There’s probably some G-E equipment on every ship, 
plane, tank and armored car making up the U. S. 
war machine. It’s our part of America’s will to win. 
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G-E Consumers Institute Proves 
Wartime Worth to Housewives 











To an earnest group of scientists, engi- 
neers and home economists at the General 
“!Electric Consumers Institute in Bridge- 
port, Conn., rightfully goes credit for a 
behind-the-scenes story of ingenuity and 
hard work; coupled with a very definite 
devotion to duty. 

Long before Pearl Harbor, the Institute 
.j|began the conversion of its many-fold 
.| homemaking activities to meet the needs of 
a nation rapidly preparing to live under a 
defense economy. 

With the actual outbreak of war the 
work of the Institute took on an importance 
that soon rated it as an outstanding service 
to homemakers in wartime. From the Insti- 
tute’s laboratories, experimental kitchens, 
and test laundries have come a steadily in- 
creasing flow of facts and practical help for 
America’s housewives and mothers on the 
Home Front. 

Consumer. Needs Foreseen 

The people who man the Institute take 
the long-range view of the war picture and 
consequently have anticipated most of to- 
day’s needs long in advance of actuality. 
Institute’s Economists are out ahead of 
the times with practical information on 
Sos oy : Food Conservation; Menu oy wrver Bd 

aa cTRI ee * | War Worker’s Meals and lunch boxes; Nu- 
GENERAL @ ELEC! ; “ trition for the average family; time and 
money saving ways to buy and prepare 
foods; new facts on latest food processing’ 
— a ai i methods such as dehydration and quick-} 


a — a —_. i “s 7 = " ne freezing, etc. to" a 
je . bag gi ‘ Test Labs Work Overtime 

Pevse ManulactuLing ‘ . . "' Over in the Institute’s test laundries} T 

orders. Twenty-four hours a day, seven days a week, holidays and all. It’s a full-time, *. there are research experts who actuallyjof tf 

all-time, on-time job. w make a clones of clothes-saving based on |put ¢ 

Don’t think we've forgotten you, though. G-E keeps on building good-will for G-E poms yg perennial ar aye Caiy 

Dealers. Look up there at the January Post advertisement. See how the G-E Consumers be ; : unus 


. r ‘. “ m » tire appliance industry to war production, 
Institute is making lasting friends for you . . . now and post war! —_ the Institute has intensified its engineering vm 
Maybe you haven’t any G-E Appliances to sell today. But here’s a promise: you will * eens of pe peaeer ue oan anne, of op-| pin 
have better G-E Appliances than ever to sell tomorrow. We're learning many new and : ane oy Hed pon mag non + asc ene 
startling things in our war work. How to use new, better materials, new machines, new a we has left untouched in the Tnstitute’s clateen 
| .methods—we're acquiring new Skills fo tomorrow's better world. 6 ae year history, is their method of making the 
, i ae Mm, Fae Bing aia og eager ee ee ae ale Sg “* results and findings of their research and| T1 
. — — study available to all homemakers. _ serv 
These facts are still regularly published | not 
e~..| in the Institute’s handy, practical booklets] stan 
General Electric advertisements — your ad- and pamphlets and offered to any home-|east 


° ‘ é maker free of charge. The war has, how-| mig 

vertisements — appear each month in national ever, greatly increased the number of dif-]; 
; = - ‘ e rea 

magazines. Read them. Talk about them. Tell ferent booklets now available. Consumer 


7 wot a semen ld and at headquar.{Pr4 
your friends about them. Tear them out consultations in the field and at headquar-|_ 
ond tees dh f all = lee thie ters are being continued as in the past, but A 
and hang them for all to see. Use this with wartime topics as their discussion 
monthly check list to find them fast. basis. age 
It’s a great tribute to the people of the]ing 
DATE ON ISSUE m | Institute who have stuck to their guns in!Gene 
NEWSSTAND DATE order to help America’s Homemakers|stro 
Saturday Evening Post Jan. Jan. 9 through these trying times. Unsung war|tho 
ae Feb. 6 workers tho’ they may be, their reward |yan 
Collier s Jan. epraied = comes, as they say, in the countless com-|yoaq 
Life Jan Feb. 1 a ; ments received from women-friends, new peate 
Ladies’ Home Journal Jan. February —- and old, all over the country who seem to A 
McCall’s Magazine Jan February "7 , pretty much agree on the G-E Consumers i 
+ ae : ae yee 4 Institute as a source of practical help in|5¥ 
Better Homes & Gardens Jan. Fe fussy 7 2 home-making . . . now more vital than ever. | Wheg 
House & Garden Jan. 2 February x And from this same Institute, as in the past | Seve 
Household Magazine Jan. 18 February -.. will come the ideas and designs for those} the 
re a a le es _ wondrous new appliances for tomorrow’s|said, 
W ——* Day , Jan. 22 February % brighter, better world. tor” 
Successful Farming * Jan. February ae 
‘ lery 
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gone out I 
5 percent having tound other 
niture 


156 e 1O41 knnu er ‘ use 1 furnishing tields 


( lepartment has 


t 6 ) specializing on nutrition classes 
5 \ n average of 120 people a 
7 oat mtn ates The nol. n | 
Wwe est ve for ab Te mth attend hey employ ten home 
t vice epresentatives and two men 
194 ntine to $2.026.833 er contact work and have no 
; ; force on appliances 
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NEW ORLEANS, LA. 
Certified Appliance Repair Plan Working 


HE | t pT 1 Ix customers in 1942, as « ympared 
Pla Fiton > 100,356 1941 The average 
Company got into full swing in 1942 nsumption per customer rose trot 
al these are now 2 Certil \pp 745 kw.-hrs. to 756 during the year 
ance Repair Deal 7 ae © he iwgregate dollar volume t do 
; j , é estic aj yu s in the ter 
Out of a total of e1 ul , 
' ' p taled $3,625,000, of which $3, 
ling appiia ron at 1 500.000 was dealer busines 
yr limited 3 ; , 
Saturation to date shows retrigera 
ers lave S t I u me tor t 51 ’ Wa hing 1 cl re $1 ¢ 
about 10% have switched to ot a ind ironers at 1‘ No saturation fig 
uch as furnitur its and workmen’s ures - :vailable on ranes id water 
clothing The H servi Dey t heater ih company npl vs 1 
ment 1s carry! ipplia iles peopl ut has 18 pe 
gram ng on cust contact | 
The ympal ! 104,500 iome servi 
UNIT SALES OF MAJOR ELECTRICAL APPLIANCES 
(New Orleans Public Service, Inc.) 
1942 1941 
Company Dealers Total Company Dealers Total 
Refrigerators 31 2,253 2,284 832 9,623 10,455 
Washers 47 4,261 4,308 368 7,879 8,247 
lroners 33 138 171 719 97 176 
Cleaners 38 531 569 126 950 1,076 
Radio Sets 19,000 19,000 42,895 42,895 
IES Lamps 1,400 5,800 7,200 2,619 9,430 12,049 


chandising department did an 
$162,000. 


addi- than 1 percent; refrigerators 70 per- 
cent; washers 30 percent; and ironers 


Range saturation is figured at less 5 percent. 


UNIT SALES MAJOR APPLIANCES 


(Houston Light & Power Territory) 
Estimate of 


1942 1941 Stocks Remaining 

Company Dealers Total Company Dealers Total New Used 
Ranges 16 35 51 28 46 74 12 6 
Water Heaters ; 3 2 4 Pe 
Refrigerators 14 6000 6,014 1,082 16,664 17,746 . 50 
Washers 2 5,000 5,002 45 8,421 8,466 500 
lroners 275 oe. 550 550 10 ; 
Cleaners 102 2,800 2,902 407 4,338 4,745 300 50 
Radio Sets 2 14,500 14,502 15 30,405 30,420 1,000 400 
Air Heaters 150 600 750 211 1,665 1,876 
IES Lamps 2,984 28,000 30,984 6640 34,850 41,490 17,000 





ACCENT ON SERVICE in 1935 Amherst, Mass., made a complete change-over 


from gas to electricity. The illustration is of the test room at Amherst where electric 
ranges to be installed were given a final going over before installation 
there were a million and a quarter electric ranges in use in the U. S. 
also, range sales for a single year for the first time passed the 200,000 figure. Today 
there are more than 3,500,000 electric ranges in use in families which depend mainly 
or wholly upon them. 


In that year 
In that year, 





MOUNTAIN 








HOUSTON, TEXAS. 


Dealers Diversifying in Houston 


piagsmmnget ghting and Power Che utility 
( report that about 15 percent > 


customers in 1942 compared to 134,613 


served 138,813 residence 


of the dealer n the territory have 1941 [In addition, their rural cus 
r( t yt sine and { percet 1 . 
gone out of bu s and 40 percent tomers have increased trom approxi- 
\ 1, ‘ j () 
lave chat t \ ] itely 14,000 to 19.000 Average 
' ent ' . . 
er re . kw.-hr. consumption per customer, due 
ipproximat I percent ir now | 7 
PI ' , eclassification, decreased from 971 
( ¢ aetense piants 
working in t kw.-hr. in 194] RQ) | hr. j 04? 
cw.-h to kw.-hr. in 1942 
The company elping t t ! 
ervice personnel through a Chere were timated 940 appli 
dustry schoo naintaine , ince dealers ot all types serving the 
service departmet , vi c] territory last year, and they accounted 
thel - re af % - weal r an estimated total of $2,250,000 
ghelps take ca ated total OF 96,60U, 


for repair w r company’s mer- 
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PHOENIX, ARIZ. 


Central Arizona Takes to the Air 


yep of the Central Arizona 
Light and Power Company show 


an increase of some 700 in the number 


The utility employs no one in direct 
appliance selling, but has eleven in cus- 
tomer contact work, two in the dealer 
contact field, four promoting commer- 
cial and industrial utilization and has 
a staff of five home service workers. A 
program of customer appliance repair 
promotion was carried on during the 
year by radio, direct mail and as 

f 1942 is 35,000. part of the home service program. The 
kw.-hr, consumption per residence cus- work will be continued during the com- 
tomer was 1,140 kw.-hr. during 1942, ing 


of residence customers during the year, 
this figure stands at 30,000, 
customers. 


now 


Commercial accounts are up by 540, 
the December, 1942 figure being 4,500. 
Total of all customers as of the end 


The average annual 


year. Public response thus far 

52 kw.-hr. above the 1941 average of has been good. About fifty per cent 
1,088 kw.-hr. (Continued on page 22 
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FREE TO PATRIOTS 


‘A = pom a 
MEW CAR 
OR PLANE 


TO BUILD SALES 


PATENT 
APPLIED FOR 


AFTER VICTORY 


Although Norge is entirely devoted to war produc- 
tion, Norge believes it can make an additional con- 
tribution toward Victory by offering this useful War 
Bond Budget Portfolio free to war bond buyers. 
The Portfolio will hold more than 100 U. S. War 
Bonds and ‘“‘budget’”’ each bond for a specific later 
use. The complete new Norge “‘Sales After Victory”’ 
program, including a supply of Portfolios, is being 
furnished absolutely free to every participating 
Norge dealer. The tremendous number of requests 





HELP YOURSELF! HELP UNCLE SAM! 


Salvage old appliance parts promptly so that we can 
rebuild them into repair parts! 











ADVERTISED 
IN THESE 
NATIONAL 
MAGAZINES 


ELECTRICAL MERCHANDISING—JANUARY, 1943 


already received for Norge War Bond Budget Port- 
folios from national magazine advertising and 
through Norge dealers proves that once again Norge 
has sensed exactly what the public needs and wants. 
Every Portfolio distributed free by dealers makes a 
friend and a customer for Norge Household Appli- 
ances—when we win. The complete plan is timely, 
patriotic, helpful. It is something only Norge can 
offer you. Write your Norge Distributor for com- 
plete details today. 


NORGE DIVISION + BORG-WARNER CORPORATION + DETROIT, MICHIGAN 


NORGE 


HOUSEHOLD APPLIANCES . 


ROLLATOR REFRIGERATION - ELECTRIC RANGES 
WASHERS ° GAS RANGES ° HOME HEATERS 


COPYRIGHT, 1942 
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ot the dealers have taken part in the 
program and to date are handling the 
demand in good 


personnel shortages in the 


shape In 


partment dealers fee] free to call 
upon the utility for aid. The power 
Ompany states that it has made no 
plans tor supplementing this work, as 
trom experience far, we feel dealer 
rut 1] ] + ” 
service will be ade quate 
Or the 201 dea ers serving this ter 
ry at the beginning of 1942, about 
i per c¢ la droppe¢ yu \bout 
f pe é em are emphasizing 
r ce out ¢ r ‘ent have 





added other lines to help carry them 
along, chiefly furniture and household 
wares. About ten per cent are carry- 
ing on by working at defense jobs 
and keeping their stores open as best 
they can. 
Advertising plans of the Central 
Arizona Light & Power Company for 
1943 call for emphasis on institutional 
and educational programs, with some 
uid to dealers. Consistently pro- 
moted throughout will be all govern- 
ment programs and defense activities 


such as bond sales, nutrition education, 


etc 





COLORADO 


Colorado Plans for Post War Period 


Colorado nee the beginning of the 


ir, although there have been a num 


ver ot war industries established in the 


vicinity of Denver. This utility serves 
i large et ining area which has 
been adversely affected by WPB cur 
tailment orde he company reports 


1 total of 147,548 customers served as 


of December. 1942 wainst 145,712 
which were reported for the same 
period of 194] 

Domestic customers, now numbering 
118,150, were up 3,045 over the previ 
ous year and rural accounts had in 
creased by 101, but commercial and 
power customers had decreased slightly 
in numbers. Load changes during the 
year show that commercial flat rate 
use! ere 80,894 k under last 
year, but lential custome used 
3,745,927 ural cust 
€ ncrea iv ) 224,54, 
comme t ict 1 \ ¢ 1p 
8,271,387 kw.-hr. and power 
71.933.806 1 ht | n 
fields was &89,364,38\ 
not a d 

il ) 
mestic cust 790 } 

1942, as against 781 } i 1941 
(for urban customers only) 

It roughly estimated that about 
$1,080,000 ent f sti 
electri ippliar +} territnr 
during 1942 t the eing 
sold by iCale k Tt ut 
show a sharp falling off in everv ite1 

t yn of 
+} P 7 


it refrigerators 52 per cent and radios 
SY per cent 
Of the 125 dealers serving the ter- 
ritory at the beginning of 1942, about 
60 per cent have gone out of business 
during the year, about 5 per cent have 
changed to other lines, some two per 
cent have added such items as furni 


ture, hardware or novelties to their 


electrical stock, while about 10 per 
cent have emphasized service as a 
means of survival. The remainder 


have combined these services. 
Customer appliance repair work was 
stimulated during the year through 
advertising and by planning confer 
held under the 
Mountain 


ences auspices of the 
Rocky Electrical League. 
Public response has been fair. About 
ten per cent of the dealers have taken 
up this field, they have 
found going somewhat difficult on ac 
count of the shi 


The power company 1 


although 


rtage of manpower 


ay possibly set 
up schools for training service person 


nel during the coming year. They 


ire now assisting dealers by drawing 


on voungsters, women and those unfit 


for war service, through the R.M.E.L 
Should dealers be unable to handle the 
public needs in this respect, the 
League will consider means of meet 
ng this problen 

lhe utility’s program of the past 
year and that planned for 1943 has 
been built largely with the idea of 
conserving the market and the struc 


ture of the sales organization, to be 
ready for postwar 


expansion when 


that period arrives. The company now 


ploys 25 men in customer contact 


rh two tor lealer contact activi 


UNIT SALE ELECTRICAL APPLIANCES PUBLIC SERVICE COMPANY 
TERRITORY 


1942 


Company Dealers Total 


Ranges 270 67 337 
Water Heaters 80 20 100 
Air Heaters 126 14 140 
Refrigerators 760 1,773 2,533 
Washers 235 548 783 
lroners 215 502 717 
Cleaners 610 1,420 2,030 
Radio Sets 600 1A00 2,000 
1ES Lamps 2,400 266 2,666 
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Estimate of 


1941 Stocks Remaining 
Company Dealers Total New Used 
640 160 800 115 11 
190 47 237 17 1 
150 16 166 ten oa 
2549 5,947 8,496 

882 2058 2940 2 

421 980 1,401 15 2 
1,516 3,535 5,051 5 4 

805 1,875 2680 2 ors 
6,497 723 «7,220 = 339 


ties, 13 in industrial and commercial 
promotion, 43 in utilization and six in 
the home service department. 

Gaylord B. Buck, vice president and 
general commercial manager says of 
the company’s program: “Due to the 
increasing difficulty in obtaining mer- 
chandise for resale, merchandising ac- 
tivities, if not approaching the vanish- 
ing point, have decreased to the point 
where the services of the merchandis- 
ing department as a load building ac- 
tivity are seriously curtailed. It has, 
therefore, been necessary to substitute 
for the normal sales and load building 
programs a program having to do 
largely with maintenance of appliances 
and equipment currently connected to 
the company’s lines. Our program, 
therefore, involves greater customer 
contact than ever before. 

“We are systematically canvassing 
our customers and instructing them in 
the proper care of appliances, making 
minor adjustments on the premises, 
when possible, suggesting repairs when 
necessary, all with the thought of pro- 
longing as long as possible the life of 


appliances and equipment now in use. 

“In addition we are endeavoring to 
develop more satisfactory dealer and 
other group relations by working and 
cooperating with them wherever pos- 
sible, suggesting merchandise which 
may be available to them in replace- 
ment of their usual appliances and 
equipment lines, etc.” 

The company’s advertising program 
has covered such items as the care 
and maintenance of appliances, the 
conservation of tires and rubber with 
explanations as to why copper and 
other critical materials are not avail- 
able for appliances, promotion of war 
bonds, institution advertising and co- 
operation with government programs 
such as Red Cross blood donors, First 
Aid, Civilian Defense, USO, etc. Home 
service work is carried on by the 
Electric Institute programs, held in the 
company’s auditorium and open to 
local clubs for their meetings, and 
through the monthly distribution of 
the “Home and Community” service 
pamphlets. A similar program is 
planned for 1943. 





Utility Sponsors Repair 


HE Southern Colorado Power 

Company, serving the Pueblo dis- 
trict of Colorado reports 21,599 resi- 
dence customers, 1,685 rural, 4,393 
commercial and industrial—or a total 
of 27,707 as of December, 1942. The 
same period for 1941 showed 21,714 
residence, 1,744 rural, 4,260 commer- 
cial and industrial and 27,756 total 
customers. Load changes during the 
year show a 547 kw. increase in the 
domestic field and a slight increase in 
municipal load. The average annual 
kw.-hr. consumption per residence cus- 
tomer was 1,018 for 1942, an increase 


on 43 kw. over the 1941 figure of 
975 kw. 
The power company alone sold 


about $110,000 worth of electrical ap- 
pliances during the year. Reports 
from dealers in this territory are not 
available. Unit by the power 
company show a progressive drop, re- 
flecting the shortage of appliances. 
The estimated saturation of electric 
ranges on Southern Colorado lines is 
28 per cent, of water heaters 6 per 
cent, of refrigerators 80 per cent and 
of radios 95 per cent. 

The power company now employs a 
staff of two in appliance selling, one 
in customer contact and one in dealer 


sales 


SOUTHERN COLORADO 


contact work, one in the commercial 
and industrial field and one in 
utilization. 


In Pueblo alone at the beginning of 
1942 there were 25 active dealers. 
About five per cent of these have 
dropped out of the picture during the 
year. About one third of them are 
finding their chief means of support 
in war department construction con- 
tracting work. About one fourth of 
them are emphasizing their service 
departments. Some 90 per cent of 
them have added other lines of mer- 
chandise, including paint, wall paper, 
furniture, records and music. 

The power company sponsored a 
campaign during the past year pro- 
moting customer appliance repair work 
through newspaper advertising and 
radio announcements. The public re- 
sponse dealer repair 
shops now being swamped with work. 
About one fourth of the dealers have 
gone into this field extensively and 
they are handling about 25 per cent 
of the work. The utility is helping 
meet the shortage of trained personnel 
by cooperating with state vocational 
training schools in training boys and 
women for this work. The 


(Continued on page 24) 


was good, all 


power 


UNIT SALES OF ELECTRICAL APPLIANCES SOUTHERN COLORADO 
POWER COMPANY 


Ranges 

Water Heaters 
Refrigerators... . 
Washers. . 
lroners . 

Irons. . 

Cleaners 

Air Heaters 
1.E.S. Lamps. 


JANUARY, 


1942 1941 Stocks remaining 
127 277 50 
40 110 35 
83 159 as 
31 26 
17 18 
407 422 
48 59 
33 30 se 
98 371 40 


1943—ELECTRICAL MERCHANDISING 











NEW YEAR — 
1943 


With the dawn of the New Year, we 
should all strive to excel — to better 
do the things which will aid in short- 
ening the war. 





Zenith is proud to be a part of 
the great industrial force of this 
country which is producing war 
materials for our armed forces—and 
resolves to continue to do its utmost 
in producing the war equipment so 
vital to Victory. 

To the many friends in the indus- 
try—to its distributors and dealers— 
Zenith wishes the best of everything 
for the year to come. 

ZENITH RADIO CORPORATION 
CHICAGO, ILLINOIS 


* + * 


BETTER THAN CASH 


U.S. WAR SAVINGS STAMPS AND BONDS 
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p suffers 4 the war effort, care and repair ot 

ig placement parts ippliances and to a general institu 

il iterials 1 I \ ve mculty tional message. Customer contact 

ipplement ’ k in dealer work was chiefly nutrition helps and 

fa ( { eeds home planning for the future. During 

Chet f sa promotions during 1943 the press and radio will again 

t] \ { wut the slogan be used for institutional advertising 

Buy Bor ‘ \ppliances Later.” ind for educational work in the cus 
\ g ed to p rt tomer field 





RAWLINS, WYOMING 


Power Company Prepared to Service 


PTH IN tric Company nv commercial and industrial pro 
the t { nd ut ition and 


one in dealer contact work 


Rawlu Wyo c eports 1,417 do Of the five dealers who were active at 
nie ist the close of 1942 the beginning of the year about 40 
Fig f previou é per cent have dropped out, going into 
1.41¢ \ u kw defense work The remainder have 
! pe ( customer Was idded other lines, chiefly sporting 
up ewhat wing 731 kw goods and music and have emphasized 
it n the average during 1942, as  theiy service departments. 
against 717 kw.-hr. used during 1941 During the yast year the utility has 
ughly estimated that about }.6n advertising the advisability of 
$35,000 worth of electrical appliances tl oper use and care of appliances 
es ld by lin i Doatinn den the proper use an care : applia ’ 
; ta. a al suggesting adequate repairs when nec 
s tacks of Say Both public and dealer re 
iD out exhaust A yonse has been Satistactory and deal 
: ‘ turation of ire handling the job in good shape. 
tate diet Should future conditions make it im 
ut 701 Pees ! of ra on possible for them to meet customers’ 
pe t No fieu re available fot needs, tl power company is _ pre 
: pat to take over the load where nec 
UNIT SALES OF ELECTRICAL APPLIANCES 
(Rawlins, Wyoming) 
1942 1941 
Ranges 7 15 
Water Heaters 0 1 
Refrigerators 45 215 
Washers 110 no record 
lroners 18 ig 
Cleaners 25 * 
Radio Sets 70 y 
Air Heaters 0 . 
IES Lamps 125 300 





SHERIDAN, WYOMING 


Sheridan County Assists Dealers 


i HI S County Electric 
( pany of Sheridan, Wyoming power company’s utilization work. 


been lew Che 


known. One employee carries on the 


estimated saturation of electric 


war change ts territory. Residence ranges in this territory as of Decem 
cu } fal f ewhat, ber 31, 1942 is 10 per cent; of electric 
t 2 Be g 2,967 efrigerators 50 per cent and of radios 
a vear ag ul ust ers are up to 95 per cent Use t electric water 
594 fi 554 ccounts are heaters is reported as negligible. 
22 off at 844. 7 total number of ali Of the seven dealers serving this 
‘ +,299, as compared territory at the beginning of 1942, 60 
to 4,387 ») ver 31, 1941. The per cent had gone out of business by 
‘ consumptio1 the end of the year. About fifteen per 
p esid vas 770 cent were emphasizing their service 
I ¢ 748 1 194] lepa ments aS a means of survival 
t lomestic load The remainder had found employment 
t t t 155,000 kw il elsewhere had converted thei 
ustrial | out 450,000 kw.-hi stores into other enterprises 
\t the same time, the « nercial | During the past year the power 
dropped otf about 90,000 kw.-h1 company has conducted newspaper 
The utility es 1 rel lising and radio advertising featuring cus 
al records of dea ale no tomer appliance repair work as a 
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ACCENT ON SERVICE Many ironers of this year, 1934, and earlier years are 


still operating. In 1934 only some 800,000 electric ironers were in use. 


Today the 
figure is nearly 2,000,000 . . 


. another service responsibility for the appliance industry. 


means of aiding dealers. 
response to this has been 
and those dealers who have 
undertaken the work are handling the 
job in good shape. To aid in training 
dealer personnel, the power company 


The public 


necessary, to service appliances them- 
program selves. 
good During the past year the company 
devoted its efforts to carrying on pro 
motional and 


to institutional advertising promoting 


advertising for dealers 


offers a consulting service. Should the sale of U. S. War Savings bonds 
changing conditions make it impos- and stamps and to furthering the war 
ble at some later date for dealers to effort on the home front. Advertising 


indle the customers’ needs in this during 1943 will be devoted to keeping 
eld, the prepared to aid electrical appliances in 
lealers with their service work or, if — the 


utility is repair and to 


winning of the war 





SALT LAKE CITY 


Utah Organizes for Service 


ITH Salt Lake City, Utah, ac-  kw.-hr. for 1942. In 1941 this figure 
tive in both mining and agricul- was 1,246 kw.-hr. for residential cus- 
ture, the territory served by the Utah tomers and 1,132 kw.-hr. for farm 
Power and Light Company and the homes. 
Western Colorado Power Company About $5,000,000 was spent for 


has become something of a center of 
activity. 

Chese two companies report 117,894 
residence increase of 
7,841 during the Commercial 
accounts are up by 4,111, now stand- 
ing at 14,405. The total of all cus- 
the close of 1942 was 
134,542, as against 122,931 at the close 
of 1941. The average annual kw.-hr. 


customers, an 
year. 


tomers at 


electrical appliances in this territory 
during the per cent of it 
through dealer stores. The two power 
companies have done no merchandis- 
ing at all since July 1, 
discontinued most of it even before 
1941. Unit sales would indicate that 
the dealer stocks are now very much 
depleted. 

Fifty-three of the air heaters and 342 


year, 99 


1942, having 


consumption per residence customer 


IES lamps were sold by the utility in 
for farm and urban homes was 1,242 


(Continued on page 26) 


UNIT SALE ELECTRICAL APPLIANCES UTAH AND WESTERN 
COLORADO 


1942 1941 Estimate of Stocks Remaining 

Ranges 3,400 6,075 Approximately 500 
Water Heaters 1,041 1,105 Approximately 100 
Refrigerators 6,203 17,196 

Washers 8,278 11,645 

lroners 829 938 

Cleaners 4,492 7,245 Ac 

Radio Sets 20,510 22,748 Very few 

Air Heaters 864 991 oad 

IES Lamps 3,672 17,796 Fair stock 
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‘Hotpoint’ s War Bond oS Sy 






ROM all quarters — government officials, war savings administrators, utility 
companies, department stores and retailers—comes praise of Hotpoint’s forward- 
looking plans for wartime advertising. 






The slogan ‘“‘Buy War Bonds Today — Electric Kitchens Tomorrow,” was 
introduced by Hotpoint as a wartime national advertising theme. It not only 
stimulates the sale of War Bonds, but creates confidence in the future that will 
build a backlog of consumer demand by encouraging a patriotic accumulation 
plan to assure funds with which people can buy the products of peace. Thus 
the program helps the war effort today and provides for postwar prosperity 
and peacetime employment. 

Widespread support of the theme through local advertising and use of Hot- 
point’s novel Home Planning File in hundreds of cities has been gratifying. The 
program has been so successful that it will be continued in 1943 with increased 
advertising in the leading national magazines. 

Plan now to tie up with this great program in 1943 by providing for it in 
your activities. Further details will be released during January. Edison General 
Electric Appliance Company, Inc., 5620 West Taylor Street, Chicago, Illinois. 





ELECTRIC KITCHENS 


Refrigerators » Ranges » Water Heaters » Washers and lroners * Clothes Dryers » Automatic Dishwashers + Electrasink + Steel Cabinets 
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1942, is iwainst 167 heaters and 962 
IES lamps during 1941 

Saturation of electric ranges in this 
territory is now 45 per cent, of elec- 


tric water heaters 8 per cent, of refrig- 


erators 84 per cent f radios 100 
per cent 

The power companies employ 15 in 
sustomer contact work, 7 in dealer 


mercial and in- 
dustrial field and 10 in the home serv- 
ice department. 

Of the 699 dealers serving this ter- 
ginning of 1942, about 
18 per cent have given up during the 
year. All those remaining have added 
ther lines such as furniture, paint or 
linoleum, to keep themselves going. 
About 20 per cent of them are empha- 


+ 12 } . er 
conta 13 in the co 





ritory at the beg 


sizing service 

The power company took an active 
part during the past year in helping 
lealers organize their service depart- 
ments. Dealer and utility servicemen 
in all parts of the 
territory n cooperation with jobber 


were held 


scnools 


An adult 
education school was sponsored, fea- 
turing an 1l-weeks course of training 
in appliance servicing for men and 
women in order to relieve the short- 


and factory representatives. 


age of manpower. he public has 
shown itself very much service- 
minded, appliance service stations 


throughout this district reporting that 
they have all the business they can 
handle. About twenty per cent of the 
dealers are doing a good job in han- 
dling the work. Wherever dealer fa- 
cilities are inadequate, the power com 
pany is prepared to step in in order 
that customers’ needs be met. 

In addition to the appliance repair 
classes held in high schools and col- 
leges, and the education of the public 
in the care and use of appliances, the 
major promotions of the year have 
dealt with such government programs 
as Nutrition and Red Cross canteen 
work, in which the power company 
home economists have taken an active 
part. 





$500,000 In Dealer Sales 


OTH gains and losses in load are 
B reported from Reno, Nevada as a 
result of the war. The Sierra Pacific 
Power Company reports 13,300 resi- 
dence and farm customers at the close 
of 1942 and 2,300 commercial, with a 
total of 15,700. These are slightly 
under 1941 figures, which were 13, 
292 residence and farm customers, 2,- 
537 commercial and 15,991 total. The 
average annual kw.-hr. consumption 
per residence customer had increased 
to 1,726 kw-hr. during 1942, as against 
1,682 kw.-hr. during 1941. 

A rough estimate places the amount 
of electrical appliances sold by dealers 
in this territory at about $500,000. 
The power 
chandising 

The estimated saturation of electric 
ranges in this territ 
1942 was 56.6 per cent, of water heat 
ers 17.3 per cent and 
76.1 per cent. 

The power company employs 18 in 


company does no mer- 


ory at the close of 


of refrigerators 


dealer and customer contact work, four 


RENO, NEV. 


in the field of utilization and one home 
service worker. 

Of the 65 dealers active in this 
territory at the beginning of 1942, 37 
per cent had gone out of business by 
the end of the year. Others, already 
in other lines, are now out of electrical 
stocks. Practically all are emphasiz- 
ing service, and in 
featuring other lines not formerly car- 
ried. The utility did extensive adver 
tising featuring the maintenance and 
repair of existing appliances, using 
the signature “Call Your Electrica! 
Dealer”, with no mention of their own 
name. Both dealer and public re- 
sponse was good and dealers are 
handling the job in excellent fashion 
in so far as they are able to obtain 
parts. They have thus far been train 
ing their own replacement personnel. 
This same program will be continued 
through 1943. 

Advertising for the coming year 
will be devoted to assisting the war 
effort, to educational material and to 
dealer helps. 


some cases are 


UNIT SALES OF ELECTRICAL APPLIANCES 


(Sierra Pacific Territory) 
1942 1941 
Aas bixinnein Sain neh en danas eeiaeans keen ee eens 537 1,252 
Water Heaters 155 357 
Refrigerators . 596 1,769 
Alr Heaters 25 66 





IDAHO 


Fewer War Changes in Idaho 


GRICULTURE, mining and lum- 
bering in Idaho have all been af- 
fected by the war effort, but in large 
measure their variations have balanced 
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one against the other, so that changes 
in electrical usage have perhaps been 
less revolutionary than in many other 
sections of the country. 


The Idaho Power Company reports 
a present figure of 42,000 residence 
customers, 439 fewer than the De- 
cember, 1941 figure of 42,439. Rural 
customers now number 18,900, 493 
more than a year ago. Commercial ac- 
counts stand at 6,300, down 561, while 
industrial and miscellaneous customers 
are up somewhat, bringing total fig- 
ures to 69,100 for all classifications of 
customers, 175 fewer than in 1941. 
The average annual kw.-hr. consump- 
tion per residence customer is 2,130 
kw.-hr. for 1942, as against 2,018 kw.- 
hr. for 1941. 

It is roughly estimated that about 
$3,800,000 was spent for electrical ap- 
pliances in this territory during 1942, 
about 93 per cent of it through dealer 
channels. Unit sales show that the 
drop in volume, though great, was not 
so marked as in some other districts, 
largely due to the fact that dealers 
had stocked up generously in advance. 

The estimated saturation as of De- 
cember, 1942 for electric ranges is 57 
per cent, for electric water heaters 26 
per cent, for refrigerators 56 per cent 
and for radios 93 per cent. 

The Idaho Power Company em- 
ploys one man in dealer contact work 


and six in the commercial and indus- 
trial field. Utilization calls for a staff 
of 21 and six are employed in home 
service work. 

Of the 325 dealers in this territory 
on January 1, 1942, about five per 
cent have gone out of business during 
the year. About fifty per cent have 
added other lines, chiefly furniture and 
gifts. Some ten per cent are empha- 
sizing service work. 

Up to date not much promotional 
work has been done in the customer 
appliance repair field, but during 1943 
the utility will direct all advertising 
and personal contacts toward the 
maintenance and repair of present 
equipment. Dealers at present can 
handle about 25 per cent of the de- 
mand. Should their facilities not be 
adequate to meet customer needs, these 
will be handled through the company 
service department. 

Plans for the coming year call for 
an outlay of advertising about the 
same in dollars as that of last year. 
Institutional advertising will make up 
about sixty per cent of the program, 
with the remainder devoted to custo- 
mer information, equipment mainte- 
nance and lighting. 


UNIT SALE ELECTRICAL APPLIANCES—IDAHO POWER TERRITORY 
1942 1941 


Company Dealers 


Ranges... 598 2,875 
Water Heaters 745 1,021 
Refrigerators én 142 3,996 
Washers 113 4,771 
Cleaners 56 1,327 
Radio Sets 8 10,743 
IES Lamps 520 5,181 


Total Company Dealers 





Total 
3,473 772 4,501 5,273 
1,766 801 1,694 2,495 
4,138 544 8,834 9,378 
4,884 212 6,224 6,436 
1,383 161 2,046 2,207 
10,751 2 11,868 11,870 
5,701 1,394 6,515 7,909 











SOUTHERN CALIFORNIA 


Southern California Dealers Enter War 


HE great increase in industrial 

development which has marked 
the first year of war in the territory 
served by the Southern California Edi- 
son Company has meant an influx of 
outside labor and at the same time a 
shifting of workers from normal activi- 
ties to war plants. This has formed an 
acute problem for electrical dealers, 
about sixty per cent of whom have 
dropped out of the electrical business, 
many of them either entering the armed 
forces or themselves going into war 
jobs. 


The Southern California Edison 
Company reports an increase of 21,161 
in its domestic customers, which now 
number 582,221. Commercial and in- 
dustrial accounts have increased by 
216 to 43,800. Owing to the number 
of government housing units which are 
provided only with lighting and some 
small appliances, but which for the 
most part have been unable to obtain 
the major electrical units, the average 
usage per home has dropped somewhat, 
now standing at 990 kw.-hr. as against 


(Continued on page 29) 


UNIT SALE OF ELECTRICAL APPLIANCES SOUTHERN CALIFORNIA 
EDISON DISTRICT 


Ranges... 
Water Heaters 
Refrigerators. . . 
Washers. . 
lroners. . . 
Radio Sets 

Air Heaters 
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1942 1941 
2,172 4,814 
891 1,503 
12,536 41,199 
13,622 32,528 
2,483 5,206 
45,233 69,090 
2,000 2,036 
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LOCAL MARKET DATA 


(Pacific) 








1,005 kw.-hr. 
annual kw.-hr. consumption per domes- 
tic customer for 1941, 

Aside from this 15 kw.-hr. decrease 


which was the average 


per home, the records show a uni 
formly increased load in other fields. 
The commercial load is larger by 
25,900 kw., agriculture uses 9,820 kw. 
more, industrial plants show an in- 
creased load of 100,500 kw. and the 
municipal requirements are 85 kw. 
higher than last year. The estimated 
loss of load through blackouts and 
dimouts is around 2,500,000 kw.-hr. 
monthly. It is expected that the in- 
crease in industrial load, which has 
been so striking this year, will con- 
tinue through 1943 as the war program 
is stepped up to meet the increasing 
demands. 

\ rough estimate places the dollar 
value of electrical appliance business 
in this territory during 1942 at $10,- 
680,480. Broken down into units, this 
shows how material shortages have 
cut down the volume in all items. 

Saturation of electric ranges in this 


territory is about 8 per cent, of re- 
frigerators 65 per cent, of water heat- 
ers 3 per cent and of radios 98 per 
cent. 

Of the 273 dealers serving this ter- 
ritory, about 60 per cent have gone 
out of business during the past year. 
About 15 per cent have changed to 
other lines, and about 10 per cent have 
added other lines to their electrical 
business, chiefly furniture. About 5 
per cent are emphasizing their service 
departments. 

The utility has encouraged the re- 
pair of customers’ appliances through 
lectures to women’s groups and adult 
education classes on care and repair 
of appliances. The public response 
has been very fine. Thus far but few 
dealers have been interested. They 
suffer both from a shortage of the 
necessary parts and from a lack of 
trained workers. The Edison Com- 
pany has maintained a training schoo! 
for repair men and women and 
through its lectures to women’s groups 
and adult education classes, hopes to 
relieve the burden to some extent. 





SAN DIEGO, CAL. 


San Diego Has Many Changes 


HE southwestern tip of California, 
served by the San Diego Gas and 
Electric Company, reflects in acute 
form all the problems of a district 
which ha? turned practically all of its 
efforts into war channels. Since the 
start of the war there have been many 
changes in this area. Three federal 
housing projects involving 6,300 units 
were completed prior to December, 
1941 and had reached a high percent- 
about that time. 
Two other projects totaling 1,500 units 
were finished and occupancy begun in 
the spring of 1942. Several other 
projects were initiated during the year 
which will add approximately 3,700 
residential units. The San Diego Gas 
and Electric Company’s figures show 
an unprecedented gain of 10,056 resi- 
dential customers during the past year, 
bringing its present total of residence 
customers to 102,270. In all prob- 
ability, what with the government 
projects under way and private build- 
ing planned, a similar increase is to 
be expected during 1943. Increase in 
the domestic load for the past year 
amounted to about 12,358,000 kw.-hr. 
It is estimated that about $3,500,000 
was spent for domestic electric appli- 
ances in this territory during 1942, 


age of occupancy 


most of it 
channels. 


passing through dealer 
Unit sales show that short- 
ages of appliances are already being 
felt. 

The estimated saturation as of De- 
cember 31, 1942 for ranges was 6.5 
per cent, for refrigerators 78 per cent, 
for water heaters 4.7 per cent. 

The power company now employs 
two in appliance selling and 8 in cus- 
tomer contact work, one in the com- 
mercial and industrial field, one for 
utilization, and one in the home service 
department. 

Of the 150 dealers who served this 
territory at the beginning of the war, 
about 15 percent have gone out of 
business. About 60 per cent are now 
carrying other lines, principally house- 
wares, paint, furniture and gadgets. 
Some ten per cent have emphasized 
their service departments and more 
are doing so all the time. 

The utility has carried on no cus 
tomer appliance repair promotion dur- 
ing 1942. The few remaining ap- 
pliance repair men in this area have 
more work at the present than they 
can take care of. The company has 
therefore been devoting its efforis to 
relieving the manpower situation. A 
program has been worked out whereby 


SALE OF APPLIANCE BY UNITS : 
(San Diego Area) 


1942 
Ranges 400 
Water Heaters 450 
Refrigerators 3,000 
Washers 4,000 
lroners. 800 
Cleaners 3,500 
Radio Sets 24,000 
Air Heaters 2,500 


Estimate of Stocks Remaining 


1941 New Used 
700 200 
500 25 
11,750 
6,850 
1,100 50 _— 
4,500 500 250 
20,000 4,000 400 
2,400 200 
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service personnel is trained by a local 
vocational school for radio service 
work. This may be expanded later to 
include other appliance repair. 

The utility has also prepared a 64- 
page booklet on “Use, Care and Re- 
pair of Appliances,” which instructs 
customers in the proper use and care 
of appliances to make them last longer. 
It tells what troubles can be remedied, 
at home and which repairs are defi- 
nitely a service man’s job. It explains 
cord repair, how to put on attachment 
plug caps, heater plugs, etc., as well 
as the proper method of changing fuses 
and how to read the meter. 

Distribution is effected through the 
block plan of the women’s division of 
Civilian Defense. A series of four 
meetings are held in each sector of 
each district for the block leaders of 
that sector, covering such topics as 
the following: 


1. Use and care of electrical appli- 
ances (55 slides). 


blown fuses and how to replace 
them. How to read the meter. 


How to avoid 


2. Practical experience in cord re 


pair. How to replace attachment 


plug caps. How to replace heate 


plugs. How to repair frayed 
cords. How to avoid cord 


trouble. 
3. Use and care of gas appliances 

4+. Home lighting. 

outs. Lighting in blackouts 

When the block leaders have com- 
pleted this course, they are familiar 
with the contents of the booklet, and 
distribute them to the women in their 
blocks, impressing upon them the value 
and use of the booklets. 

This program as planned will take 
most of 1943 and will assist in retain- 
ing the utility’s domestic load, as well 
as relieving the dealer’s service pro- 
blem. About half of the advertising 
appropriation goes toward this work. 
Some 30 per cent will be used as 
dealer helps on the same problem of 
service to customer’s equipment, About 
20 per cent will be devoted to explana 
tion of government orders and avail- 
able appliances. 


Lighting in dim- 





RIVERSIDE, CAL. 


California Electric Holds Its Own 


LTHOUGH practically all of its 
A ects and silver mining load has 
been lost for the duration, the Cali- 
fornia Electric Power Company, oper- 
ating out of Riverside, California, re- 
ports that added load from war units 
about balances this deficit. Residence 
customers for the year are up by 1,371, 
the December, 1942 standing at 28,400 
as against 27,029 for 1941. Rural 
customers now number 1,500, as 
against 1,463 for December 1941; com- 
mercial and industrial accounts are 30 
more than the year previous, at 4,775. 
The average annual kw.-hr. consump- 
tion per residence customer is 1,310 
kw.-hr. for 1942, a slight decrease 
from the 1,314 kw.-hr. record of 1941. 
Loss of load through dimouts and 
blackout is figured at about 40,000 
kw.-hr. monthly, 

A rough estimate places the amount 
of money spent during 1942 for elec- 
trical appliances by domestic customers 
in this territory at $400,000, half of it 
through dealer channels. No record is 
available of unit sales by dealers. 

Saturation of ranges in this territory 
as of December 31, 1942 stands at 25 
per cent; refrigerators at 70 per cent, 
water heaters at 15 per cent, and radios 
90 per cent. 

The utility had one employee en- 


gaged in appliance selling, ten in 
customer contact work, one in the 
commercial and industrial field and 
three home service workers. 

No repair promotion was carried on 
in 1942, nor is any planned for 1943. 
The power company instructs custom- 
ers through pamphlets and personal 
call in the care of appliances and need 
for their maintenance. Because of the 
shortage of manpower and transpor- 
tation, service calls by the utility are 
strictly on schedule and a large part 
of these calls, where the appliance is 
beyond the guarantee period, are re- 
ferred to dealers. This practice will 
be continued. The public thus far has 
shown itself responsive and coopera- 
tive. Dealers seem to be handling 
their part of the program adequately. 
In regard to service personnel, the 
power company reports that it “always 
has men in training at every station.” 
In any cases where dealers are not 
able to handle the service burden, the 
utility is prepared to take over in 
order to meet customer needs. 

Advertising plans for the coming 
year contemplate spending about 30 per 
cent of the budget for institutional ad- 
vertising, about 40 per cent for an edu 
cational message and about 30 per cent 
in assisting dealers. 


UNIT SALES OF ELECTRICAL APPLIANCES 


(California Electric Power Company) 
(Company sales only) 


1942 
Ranges 225 
Water Heaters 143 
Refrigerators 380 
Washers 179 
lroners. 110 
Air Heaters 110 


Estimated Stocks Remaining 


1941 New Used 
403 100 
227 
716 
262 
63 15 
168 10 
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* LYN MURRAY'S Top-Flight Chorus 
is a delightful feature of the Westinghouse Radio Program. Long identified with 
many of the most popular radio shows, this crack choir of 16 male voices provides 
a perfect supplement to the songs of John Charles Thomas and the orchestral 
arrangements of Mark Warnow. Offered from week to week are many of the 


choral selections that have won for this group high favor among radio listeners 
and record collectors. 


| 8A AAAAAA A ee 


FE JOHN CHARLES THOMAS, Singing Star, 
also acts as Master of Ceremonies on the 
Westinghouse Radio Program. In addition to 
his chatty, well informed commentaries on 
the music, this famous baritone sings 
America’s most beloved songs. 





KK JOHN NESBITT, Noted Story Teller, 
has made a name for himself on the radio and with 
his “Passing Parade”’ movie shorts. In a report to 
the Nation he pulls the curtain aside each week 
and gives America a peek at the thrilling and 
fascinating things Westinghouse is doing to make 
electricity work for Victory. 
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It sums up. the broadened conservation and service program 
now being operated by Westinghouse and its retailers 


Conservation... Service...these two critical words 
have been telescoped into Conservice—a new term 
for a new kind of helpfulness to appliance users. 


Here is what this Conservice program is designed 
to do: 


1. Educate your customers in the proper “care and 
use’’ and thus— 
. . lengthen the life of appliances 
. . prevent needless service calls 


2. Promote conservation of renewal parts— 
. . by showing your servicemen how to repair old 
parts 
. . by reoperating at the factory the used parts 
which you return 


3. Help you provide quality service— 
. . by informing and training your servicemen 
. . by providing renewal parts 


In order that your entire service department, especially 
the newcomers, shali be primed on every phase of this 
new Conservice program, Westinghouse is launching 
a series of Conservice Training Schools to be conducted 
all over the country. Both in scope and character, we 
believe they will go far beyond anything ever before 
offered by a manufacturer of electric appliances. 


While doing everything in our power to keep a steady 
supply of renewal parts flowing to you, we are at the 
same time giving you the kind of practical assistance 
that will help you solve your man power and service 
problems. 


WESTINGHOUSE ELECTRIC APPLIANCE DIVISION 
MANSFIELD, OHIO 


Tune in John Charles Thomas, Westinghouse Radio Program, NBC, Sunday 2:30 P.M., War Time 
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y your wag / 


A COMPLETELY EQUIPPED 


CONSERVICE TRAINING SCHOOL 
hundreds to be conducted during 1943 


Here’s a course of instruction 
made to order for the times. One 
part of it is planned especially 
for the newer men and women 
who will be servicing appliances 
during the coming months. 

With dramatic films, illus- 
trated manuals, simple discus- 
sions and demonstrations, the 
service person receives training 
completely covering the servic- 
ing of Westinghouse appliances 
and the conservation of renewal 
parts. 

Your Westinghouse distribu- 
tor will notify you just as soon 
as the date has been set for the 
first Conservice Training School 
in your territory. 


Westinghouse Electric & Mfg. Co. 4 


Copyright 1943, XN w Cc 4 
Oo 





Eastern 





 CONSERVICE ‘is a NeW worn! 





PAGE 33 








LOCAL MARKET DATA (Pacific) 





CONTINUED FROM PAGE 29 





LOS ANGELES 


Los Angeles Builds Airplanes 


A SHARP increase in population 
with numerous government hous- 


ng pro} 


centers ha 


ects serving urban industrial 
ghlighted the past year 
in the Los Angeles territory 


Angeles 


he Los 
Bureau of Power and Light 
of 446,000 resi 


5,878 more 


reports a present 


dential 


hgure 


custome! served, 


than on December 31, 1941. Commer 
cial light and power accounts were 
9,878 fewer than the year previous, 


now standing at 87,500 
increase in 


However, the 
the domestic load for the 
first ten months of the vear 


kw., counting only major 


was 15,750 
appliances 
increase for the 
s 69,265 kw. It is ex 
pected that about 149,530 hp. of active 
load will be added during 1943 in 
war plants, not counting 
reduction and extrusion and 


installed ndustrial 


same period wa 


extensions té 


aluminun 


synthetic rubber developments. Aver 
age annual kw-hr. consumption per 
residence customer dropped to 985 
kw.-hr 998 kw.-hr. in 1941 


Dealer Sales 


Dealers sold 2,100 electric ranges 
and 1,500 electric water heaters during 
the year, compared with 3,819 ranges 
and 1,333 water heaters sold during 
1941. It that about 500 
new electric ranges and 25 used ones 
remain, 100 and 10 
used water still in dealer 
hands. The present saturation of elec- 
tric ranges is 6.5 per cent, of water 
heaters 3 per cent, and of 
refrigerators 65 per cent 
The Bureau does no direct selling, 
but has a staff 


is estimated 


with about new 


heaters 


electric 


ot 20 engaged in cus 
tomer contact work, 5 in dealer con 
tact activities, 33 in commercial and 
industrial promotion, 25 in utilization, 
and 9 home economists 

Of the 135 dealers serving this terri 


ing of the year, about 
44 per cent have cle 


tory at the beginr 


sed their doors dur 


ing the year. About 60 per cent of the 
remainder have added other line 
chiefly furniture and pottery, whil 


some R80 per cent 


of them are featurir 


their service depart 


Bureau Advocates Repairs 


Che Bureau has encouraged repairs 
tor ailing appliances in all of their con- 
Sumer contact work, and has used 
upporting advertising. It has sup 


ported a repairman’s training program 
and has encouraged expansion of exist- 
ing dealer repair act 


has responded with 


vities. The public 
alacrity, building 
a backlog of demand which is from 
three to five weeks ahead of the deal- 
ers’ ability to take care of the work, 
owing to shortages of trained person- 
nel. Dealers have shown a genuine 
interest, however, and it is hoped that 
the course now being sponsored by the 
industry, trade schools and the U. S. 
Employment Service will help meet 
the requirements 


Says Chas. C 


Snyder, business 
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Bureau of Power and 
Light, “The Business Agent’s Divi- 
the Bureau of Power and 
Light is being called upon in many 
for direct and indirect aid in 
the war effort, while at the same time 
we are carrying on dealer cooperation 
as in the past. 


agent of the 
sion of 


ways 


Maintenance Necessary 


“In view of the need of wiring mate- 
rials for other uses, promotion in aid of 
direct selling of domestic electric appli- 
ances is largely confined to prospects 
occupying homes already wired for 
major use of electricity. In order to 
promote the proper use of electricity 
during the war and protect our market 
after the war, our efforts in advertis- 
ing are directed toward emphasizing 
the desirability of electric uses and 
the necessity of using and maintaining 
electric equipment carefully and wisely. 
[he home economics division has 
found an increasing response to their 
activities, which have been directed 
principally along nutritional lines in 
coordination with the American Red 
Cross canteen and nutrition program, 
and with industries for the benefit of 
war workers and their families. 

“In the commercial and industrial 
field our power consultants are meet- 
ing increased demands by consumers 
for advisory service for proper illumi- 
nation and for specialized applications 
of power and heating in war industries. 
War loads in considerable amounts are 
still being added to our lines, requiring 
provision for adequate service. Follow- 
ing the lead established by the OCD 
in the interest of the war effort as well 
as of civilian morale and health, our 
consultants have been quite busy ad- 
vising consumers respecting blackout 
ind dimout requirements, to assist the 
iuthorities in fully enforcing the pro- 
visions, while at the same time prevent- 
unnecessary reduction 
of lighting equipment. ° 


excessive 
1 the use 


Plans for This Year 


‘As to the 
ntinue ut 


shall 
services to the 


coming year, we 
advisory 
<tent justified by the need, in resi 
lential, and _ industrial 
fields. Our planning also is in the 
direction of promoting to the greatest 
possible extent the repair of electrical 
appliances, cooperating with dealers 
and others in establishing repairmen 
training programs through local edu- 
cational facilities, while publicizing 
the necessity of maintaining equipment 
through advertising and other ways. 
Our service activities will probably 
include some form of routine contact 
with residential customers, having the 
purpose of assisting in their wartime 
electrical problems, as well as building 
up a market looking toward the time 
when appliance manufacturers will 
again be turning out peace-time prod- 
ucts.” 


commercial 


PASADENA, CAL. 


Cooperative Service Plan for Pasadena 


ASADENA, California, hitherto 

predominantly a residence area, re- 
ports the establishment of numerous 
small industrial plants serving the war 
program which have taken over all the 
available building space in this area. 
The Municipal Light and Power De- 
partment of the city reports an in- 
crease in the number of residence 
customers from 29,065 on Dec. 31, 
1941 to 29,165 in 1942; commercial 
customers have increased by 32 to 
4,735. The total of all customers 
served is now 33,900; in 1941 it stood 
at 33,768. During the same period the 
industrial load increased by about 100 
kw., while the domestic load dropped 
off about 1,000 kw. and the commer- 
cial about 8,000 kw., due largely to 
dimout regulations. The estimated loss 
of load due to dimouts and blackouts 
was about 30,000 kw.-hr. monthly. 
The average annual kw.-hr. consump- 
tion per domestic customer was 950 
kw.-hr. for 1942; 1,027 kw.-hr. for 
1941. 

It is roughly estimated that about 
$250,000 was spent in this community 
for electrical appliances during 1942, 
all of it purchased from dealers. The 


city does no merchandising. Reports 
from dealers indicate that fair stocks 
of the major appliances still remain. 

The department estimates that elec- 
tric range saturation in Pasadena now 
stands at 6.1 per cent, electric water 
heaters at 2.5 per cent, refrigerators 
76 per cent, and radios 95 per cent. 

The city has one employee in custo- 
mer contact work and one in commer- 
cial and industrial promotion. 

Of the seven dealers who served this 
community at the beginning of 1942, 
about one third of them have gone out 
of business during the year, most of 
them finding employment in war in- 
dustries. Up until recently the city has 
not done any promotional work in the 
appliance repair field, but the depart- 
ment is now joining in a cooperative 
educational plan which is contemplated 
for the entire southern California 
area. Should dealer facilities not 
be adequate to meet customer needs, 
the department plans to assist in keep- 
ing appliances in repair. 

No special promotional activities 
were carried out during 1942—and a 
“very limited” program is forecast for 
1943. 


UNIT SALES OF MAJOR APPLIANCES PASADENA, CALIFORNIA 


Estimate of Stocks Remaining 
1942 1941 New Used 
Ranges........ 50 250 75 15 
Water Heaters. . 19 250 15 None 
Refrigerators 875 2,050 250 50 





GLENDALE, CAL. 


10 Percent Increase in Industrial Load 


HE war has meant about ten per 

cent increase in industrial load for 
the City of Glendale, California. The 
Public Service Department reports a 
present record of 26,850 residence cus- 
tomers, 144 rural, 5,000 commercial 
with a total as of December 31, 1942 
of 31,994 customers in all classifica- 
tions. The 1941 figures were 26,352 
residential, 143 rural, 4,980 commer- 
cial, with the 1941 total standing at 
31,475. The loss of load through 
blackouts and dimouts amounts to 
about 500,000 kw.-hr. monthly. Av- 
erage annual kw.-hr. consumption per 
residence customers was 1,100 kw.-hr. 
for 1942; 1,112 kw.-hr. for 1941. 


The City of Glendale has not done 
any merchandising of new ranges 
since 1937. During the past few years, 
however, it has disposed of some 800 
ranges which were at one time used 
in the city’s trial plan. At the present 
time the only employee handling cus- 
tomer contact work in the range de- 
partment is the home economist who 
handles requests for wiring installa- 
tions, and trouble complaints, making 
field calls only when absolutely neces- 
sary. The Department still maintains 
a service division to take care of con- 
sumers’ complaints and handle the re- 
pair of electric ranges on the custom- 
er’s premises. 





ALAMEDA, CAL. 


Alameda Develops Industrially 


LAMEDA, CALIFORNIA, has be- 

come something of an industrial 
center since the beginning of 1942 
with several dredging and _ ship- 
building enterprises added and most of 
those which were already in existence 
doubled or tripled in their load. The 
Alameda Department of Public Utili- 
ties shows an increase of 518 domestic 


JANUARY, 


customers during the year with a pres- 
ent total of 12,300. Commercial cus- 
tomers, including commercial lighting, 
power, light and power and municipal 
have fallen off somewhat in number. 
The picture is perhaps more accurately 
shown by the fact that commercial 
load has dropped by about 252 kw., 
while domestic load is up 552 kw. and 
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ACCENT ON SERVICE 1. electric roaster supplements other forms of cooking 


or replaces any other cooking stove entirely in more than 1,500,000 homes. In the 
year this photo was taken—1!935—roasters for the first time reached the sale of 
100,000 units. Roasters, old and new, are highly valued by their owners and require 
occasional check-up and service. 


industrial has increased some 12,705 
hp. The estimated loss of load through 
blackouts and dimouts comes to about 
16,000 kw.-hr. monthly. 

Dealers sold about 100 electric 
ranges during the year, as against 
a record of 160 range sales during 
1941. It is estimated that some 50 new 
ranges and about 15 used still remain 
in their stores for sale during 1943. 
Saturation of ranges on the lines of 
the department now stands at 20 per 
cent, of electric water heaters at 5 per 
cent, of refrigerators at 75 per cent 
and of radios 90 per cent. No record 
is kept of other appliances. The de- 


partment employs no one in appliance 
selling or in dealer or customer con- 
tact work. 

Of the four dealers who served this 
territory at the beginning of the year, 
one has since gone out of business. 
he department has used newspaper 
advertising to encourage the repair of 
appliances, suggesting that they be 
brought to dealers for repair. The re- 
sult has been that dealers have been 
kept busy. To date they are able to 
handle all requirements. 

The program of assistance to deal- 
ers for the coming year consists of 
advertising, as previously. 





MODESTO, CAL. 


Modesto Dealers Emphasize Service 


ROM the Modesto Irrigation Dis- 

trict, comes the report which indi- 
cates the effect of the war on an area 
predominantly agricultural. This util- 
ity now serves a total of 13,445 custo- 
mers, as compared with 13,170 a year 
ago. This includes 4,857 residential 
customers, 5,588 rural and 3,000 com- 
mercial. The commercial accounts 
were fewer by 25 over 1941—other 
classifications had increased. The av- 
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erage annual kw.-hr. consumption per 
domestic customer for 1942 was 1,600 
kw.-hr., an increase of 60 kw.-hr. 
above the 1941 figure of 1,540 kw.-hr. 

The industrial load had increased 
by 1,000 kw. Domestic, commercial 
and municipal loads combined showed 
about 1,200 kw. drop in the peak 
periods, due chiefly to the institution 
of daylight saving time. Chief new 
load was a US Army Hospital. 


1943 


Unit sale of appliances shows an 
increase in electric range usage, with 
small stocks remaining. The Irriga- 
tion District does no merchandising 
itself. 

The estimated saturation in this dis- 
trict as of Dec. 31, 1942 for ranges 
was 62 per cent; for refrigerators 90 
per cent; for water heaters 28 per 
cent; and for radios 100 per cent. 

The District has one employee en- 
gaged in customer and dealer contact 
work—no other sales staff. 


Of the seven dealers who served this 
district at the beginning of 1942, one 
has gone out of business on account of 
war conditions. All of the remaining 
are emphasizing repair work as a 
means of maintaining their business. 
The district has not found it necessary 
to undertake any special promotion of 
this work. 

The 1942 advertising program was 
devoted to educational messages and 
to dealer assistance; this policy will 
be continued through 1943. 


UNIT SALE OF APPLIANCES—MODESTO IRRIGATION TERRITORY 


Estimate of Stocks Remaining 





1942 1941 New Used 
i250 5. ache. dise avLv eee 180 165 20 12 
Nos ek cued oele ne 63 15 None 
a ao acca tndian eis 204 550 None None 
SF er 149 aces None None 
EE ee 32 Lee None 2 
Ns oe ina ww ccieacn ss 115 15 8 
ES PE eT 340 150 Unknown 
Es ss ew ensinweawanns 6 dh = xe 5 
DG ce ce eet 48 





SAN FRANCISCO, CAL. 


Northern California Goes to War 


INCE Pearl Harbor, the wartime 

program, both defensive and offen- 
sive, has greatly changed the picture 
of living in northern California. The 
larger part of the area served by the 
Pacific Gas and Electric Company is 
in the dimout area where lights must 
be shaded to prevent “skyglow”; 
blackouts are ordered whenever un- 
identified air craft threaten a possible 
air raid; Japanese have been evacuated, 
leaving vacancies and labor shortages. 
At the same time there has been a 
great influx of population to meet the 
demand for workers in the growing 
number of war industries. Large 
military encampments have been estab- 
lished. There has been a large increase 
in the agricultural program to meet 
increased needs, accompanied by an 
acute shortage of farm labor. Gold 
mines have been shut down on War 
Production 3oard = order. These 
changes are still in progress, with a 
further expansion of war industries 
and agriculture predicted for the com- 
ing year. 

The Pacific Gas and Electric Com- 
pany reports that its residential cus- 
tomers have increased in number dur- 
ing the year from 764,540 as of De- 
cember 1941 to 825,000 at the close 
of 1942. Commercial accounts have 
dropped slightly from 167,088 to about 
160,000. The average annual kw.-hr. 
consumption per residence customer 
(excluding master-metered apart- 
ments) has remained about the same, 
last year’s figure being 1,070 kw.-hr. 
used per home, while 1942 will show a 
record of an estimated 1,071 kw.-hr. 

About $18,000,000 worth of business 


in electrical appliances was handled 


in this region during the past year, 
95 per cent of it having passed through 
dealers’ hands. The unit record of 
sales as compared with 1941 is as 
follows: 


SALE OF ELECTRICAL 
APPLIANCES BY UNITS 


(Nerthern California) 
1942 1941 
Ranges. ... 4,516 8,334 
Water Heaters... 2,859 4,172 
Refrigerators. 27,203 87,823 
Washers. . .. 34,448 52,348 
lroners...... 7,554 10,548 
Cleaners 21,761 34,682 
Radio Sets 111,713 162,925 
Aux. Air Heaters 7,386 7,377 
Maj. Air Heaters. . 1,209 1,686 


The estimated saturation of electric 
ranges is now 10 percent, of electric 
refrigerators 65 per 
heaters 6 percent, and of 
per cent. 

Of the 1,220 dealers who served this 
territory at the close of 1941, about 15 
per cent have gone out of business 
during the year. This figure is based 
on an actual survey which the com- 
pany has been conducting in connec- 
tion with its appliance repair cam- 
paign. About 30 per cent of those 
formerly handling electrical appliances 
are now putting their major effort in 
other lines. This includes department 
stores, furniture and hardware stores. 
About ten per cent of the exclusive 
electric shops have added such items 
as clothing, furniture, paints, crockery, 
ice boxes and dishes to help them 
carry on through the war period. 
About 40 per cent of all dealers still 

(Continued on page 36) 


cent, of water 


radios 96 
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busine Ave empha yn the 
vice lepa tre Some five pe 

T lave Tt und € means ) ul 
val, chiefly by working in defense 
during the day while the wife 
a relative keeps the store open, its 
wner giving it just enough attention 

during free irs to direct matte 
The « " Duration-ize r 

ulr service prog vas launched on 
lune |] 1942 Unde this plan the 
j t pet n i ( rerere! ¢ ] t 
authorized repa ervice ealers 
ppointed ry inutacturet and 
Ipplier t epa pe ! ke and 
ypes ) applia VNli¢ ompany 
dvertising requests customers to “ask 
or the nam Auth ze Repair 
Service Dealer.” Che response from 
e public has been excellent, volume 
easing a rue i 200 per cent 
ome area Approximately 50 per 

¢ yt the dealers have become 
authorized’ Owing to labor short 
ge he ce ind has been greater than 
he capa te ndle the work in 
many cas¢ delays amounting to as 
much as two months in some instances. 
The utility now sponsoring five 
classes in vocational schools for the 
training of repair workers, limiting 
applications to women and to men over 


50 or with physical handicaps. For its 


own part in the repair program the 


company is continuing its repair serv 
ice work on electric ranges, wate 
heaters and major air heate 
Advertising during the past year 
has been div ded, with emphasis about 
4) per cent on institutional messages, 
3) per cent educational, 20 per cent 
dealer helps and 10 per cent miscel- 
laneous. Home service workers have 
pecialized on group meetings devoted 
itrition and teaching the care 
ind u ipplianee In connection 
tive lealet repair Campaign, cus 


tomers were given a free lamp bulb 
for every appliance which they brought 
into a dealer’s shop for repair. 

[he company also aims to maintain 
front. “To this 


Doerr, general sales 


morale on the home 


end,” says O. R. 


manager, “we will retain a limited 
numbers of workers to assist new 
domestic customers to secure service 


and aid them in acquiring necessary 
equipment in a market with dwindling 
his 
replacing 
out equipment and obtaining repairs 
These repre- 
sentatives, will also help customers to 


supplies of appliances. contem 


plates assistance in worn- 
for existing appliances. 


comply with the numerous government 
and 
provide the numerous services which 
from 
Dimout and blackout in- 
formation will be given them as well 
as instructions on the replacement of 
fuses and minor appliance repairs. 


regulations involved otherwise 


these customers rightly expect 
their utility. 


“Dealer representatives, home serv- 
ice workers and supervisors will also 
be provided to coordinate activities on 
all of the fronts above mentioned. They 
will work with and dealers, 
wholesalers and manufacturers in their 
endeavor to function under the re 
stricted conditions which obtain in this 
Need for their serv 


because of dwindling man-powe1 


assist 


emergency period 
Ices, 
throughout the 


industry, is greater 


than ever this year and our organiza 
tional set-up has been designed to 
make the most effective use of all 


agencies to better serve the public 
“In spite of appliance and equip 
ment shortages, and in many cases be 


cause of this very condition, a great 


deal remains to be dape, much oi 

which has a direct bearing on the 

war effort. This presents a challenge 

and an opportunity for service which 
ust be met.” 





Domestic Use Increases 


CALIFORNIA—OREGON 


in Territory 


load, while domestic use of electricity 


was definitely up, in spite of some 
lop 1e te vy served by the Cal loss of customers 
nia-Oreg« Power Company did Figures of December 31, 1942 show 
vell to hol own during the past residence customers to number 28,546, 
c \ drop in the number of rural as against 28,644 the year previous; 
stom and in the rural load was rural customers were 3,432, down 
ed by ar rease in industrial about 210 from the 1941 record of 
UNIT SALES OF APPLIANCES 
(California-Oregon Territory) 
Estimate of 
1942 1941 Stocks Remaining 
Company Dealers Total Company Dealers Total New Used 
Ranges 721 298 1,019 2378 1,524 3,902 87 28 
Water Heaters 555 246 800 2,265 1,052 3,317 0 
Refrigerators 143 440 583 1,551 2,870 4,421 2 1 
Washers 2 676 678 31 2012 2,043 
lroners 104 104 3 342 345 
Cleaners 2 470 472 20 1,370 1,390 
Radio Sets 3 1,050 1,053 7 3,790 3,797 
Air Heaters 130 220 350 120 388 508 60 1 
1ES Lamps 275 830 1,105 3,290 2650 5,940 400 
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3,642. Commercial accounts numbered 
6,590 or 344 less than the 6,946 of 
1941. The average annual kw.-hr. 


consumption per domestic customer, on 
the other hand, was up to 2,680 
kw.-hr, for the year; an increase of 
122 kw.-hr. in the average per home 
over the 1941 figure of 2,558 kw.-hr. 
The domestic load as a 
whole was about 2,229 kw.; the loss of 
859 kw. in the agricultural field was 
just about balanced by the increase of 
838 kw. in industrial load. The mu- 
nicipal load was up 6 kw. 

It is roughly estimated that about 
$358,672 worth of electrical appliances 
were bought by customers in this area 
during 1942, $218,000 worth of them 
from dealers. Unit sales show a 
marked decline over the previous year. 

The estimated saturation as of De- 
cember 31, 1942 for ranges was 48.9 
per cent, for refrigerators 65 per cent, 
for water heaters 30.3 per cent, and 
for radios 85 per cent. 

The utility now staff 
of eight engaged in appliance selling, 


increase in 


employs a 


customer and dealer contact work and 
industrial and commercial promotion. 

Of the 72 dealers who started the 
year in this territory, about 17 per 
cent dropped out during the past 
twelve months. About 50 per cent 
have gone into other lines, about 17 
per cent have added such items as 
hardware, furniture, household equip- 
ment and the like to help supplement 
their regular business, about 30 per 
cent are especially emphasizing service 
and some 17 per cent have found other 
means of survival, the nature of which 
is unspecified. 

The power company has done some 
radio and newspaper educational work 
in the field of customer appliance re- 
pair promotion, but has as yet formu- 
lated no definite plan along 
lines for 1943. The entire area thus 
far appears adequately served. Should 
there later develop any breakdown, 
due to dealers dropping out, the utility 
would undertake to fill in the gaps. 

Advertising for 1943 will be chiefly 
institutional and educational. 


these 





BAKER, ORE. 


Eastern Oregon Drops Some Load 


S one of the areas not directly in 
A the zone of war production, the 
district served by the Eastern Oregon 
Light and Power Company, centering 
in Baker, Oregon, has felt but little 
f the A classification 
1 customers shows a falling off in 
ill groups during the past year. The 
present number of residence customers 
is 5,555, as against 5,950 on Dec. 31, 
1941; rural accounts stand at 866, less 
than the 871 of 1941; commercial ac- 
‘ounts at 1,064 are 118 below the 1941 
figure of 1182. 

Average annual kilowatt-hour con- 
sumption per residence customer has 
gone up, however, the 1942 record be- 
ing 1,308 kw.-hr. per home, while in 
1941 the average home used but 
1,167 kw.-hr. In spite of this in- 
crease, the domestic load is about 150 
kw. below that of the year previous, 
the commercial load 600 kw. down 
and the industrial off by about 1,100 
kw. No changes are reported in the 
agricultural or municipal load. Part 
1f this loss is due to the discontinuance 
i gold mining on government order. 

\ rough estimate places the amount 
spent for electrical appli- 


“war boom.” 


i money 


customers in this district 
during 1942 as in the neighborhood 
of $145,000. The utility does no mer- 
chandising, so all of this money was 
spent through dealer stores. Unit sales 
of electrical appliances indicate that 
sales of most items about halt 
those of last war. 

It is estimated that stocks of all elec- 
trical appliances are about gone, ex- 
cept for a small number of I.E.S. 
lamps still available. Saturation fig- 
ures as of December, 1941 are given 
as: Ranges—37 per cent; refriger- 
ators—82 per cent; water heaters—12 
per cent; and radios—98 per cent. 

The utility employs a staff of two 
part time workers to handle dealer 
contact, commercial and industrial pro- 
motion, utilization and home service. 

Of the ten dealers who served this 
territory at the beginning of the year, 
some six are already out of business. 
Two of the remaining group have 
added other lines to keep going—fur- 
niture and hardware. There has been 
no special promotion of customer ap- 


ances by 


were 





UNIT SALE OF ELECTRICAL APPLIANCES 
(Eastern Oregon Territory) 


1942 
Dealers Only 

Ranges 104 
Water Heaters 82 
Refrigerators 330 
Washers 415 
lroners. 35 
Cleaners 890 
Radio Sets 900 
Air Heaters 75 
IES Lamps 475 


JANUARY, 


pliance repair work so far. Plans 
for 1943 are not yet announced. 
(Continued on page 38) 
1941 
Company Dealers Total 
225 133 358 
195 68 263 
208 569 777 
52 587 639 
25 47 72 
16 216 232 
= 1,050 1,050 
14 65 19 
143 608 751 


1943—ELECTRICAL MERCHANDISING 
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The retailers of America are making 
a major contribution to the war effort 
—a contribution which has received 
all too little recognition. 


They have patriotically accepted the 
fact that many sources of merchan- 
dise have completely converted to the 
manufacture of vitally needed war 
goods. And despite resulting sacrifices 
and financial hardships, these retailers 
are continuing to serve their com- 
munities, keeping fast their faith in 
their friends, in the future of their 
business and in the inevitable victory 
of America. 


Leonard salutes these loyal and patri- 








- 


otic retailers—some of whom have 
been associated with Leonard since 
long before the Spanish-American 
War. 


And Leonard pledges—when this war 
is won and we return to the ways of 
peace—a finer refrigerator than ever 
before — and a profit opportunity 
unique in the appliance field. 


LEONARD DIVISION 
Nash-Kelvinator Corp., Detroit, Michigan 


LEONARD 


Phelspelok 1 fe) efr’ perati s- 188) 
Dependable Re aor Ve a ab Shela: + = 





GET IN THE SCRAP! BUY WAR SAVINGS BONDS AND STAMPS! 
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EUGENE, ORE. 


Domestic Consumption of 2,900 Kw.-Hr. 


UGENE, Oregon, reports no major 
iq changes in the type of territory 
served since the beginning of the war. 
ind rural customers on the 
lines of the Eugene Water Board 
have increased from 9,001 to 9,580 
and though commercial customers have 
dropped from 1,649 to 1,600, the total 
of all customers is now 11,150 as 
against 10,683 on Dec. 31, 1941. There 
has been an increase of 1300 kw. in the 
load when one class of busi- 
ness is balanced against another. Out- 
standing is the record of kw.-hr. used 
annually by the average residence cus- 
tomer, which reached 2,900 kw.hr. 
during 1942, up 148 kw.-hr. from the 
1941 figure of 2,752 kw.-hr. The esti- 
mated saturation for electric ranges at 


Residence 


sery ed 


the end of 1942 was 56 per cent and 
of water heaters 25 per cent. 

The Water Board does no mer- 
chandising and has no “New Busi- 
ness” department, keeping no figures 
of dealer sales. About 20 dealers were 
active in this area at the beginning 
of 1942. Of these, ten per cent have 
gone out of business during the year 
and some forty per cent have empha- 
sized their service departments as a 
means of survival. None have sought 
survival by changing to other lines. 

The Eugene Water Board, as pre- 
viously, maintains a policy of cooper- 
ating with dealers through the publi- 
cation of one advertisement weekly in 
the local paper and by financing ap- 
pliances through EHFA. 





PORTLAND, ORE. 


Portland Converts to War Basis 


principal changes in our terri 


HI 
tory 


luring 1942,” writes A. C 
McMicken, general sales manager of 
the Portland General Electric Com- 
pany, “have been the conversion of 
industrial plants of various types to 
war work and a _ tremendous in 
rease in kilowatt-hour sales to such 
plants We believe we will hit an 


of 1,950 kw.-hr 
his vear, an 
252 kw.-hr 
however, expect this aver- 
1943, because 


averagt per domestic 


‘ustomer ft average in- 
crease of 
1941. We, 
ue to decline during 


1 , 
at very iarge 


over the vea 


number of defense 


now being, and which 


will be constructed, whose only use 


f energy will be for lighting and small 


appliances, as no major appliances 
\\ ill be available.” 

The Portland General Electric Com 
pany reports a 135,850 resi- 
lential customers served as of Decem- 


hgure ol! 


ber, 1942, an increase of 4,298 for 
the year 
It is roughly estimated that about 


$6,000,000 was spent for electrical ap- 


pliances in this area during 1942, all 


ances was almost on a parity with the 
year 1940, due to the fact that dealers 
in this territory had stocked up heavily 
while they were able This 
was particularly true as far as ranges 
and water heaters were concerned. 
Additional War Production Board re- 
strictions within the past two months 
have greatly reduced sales, however, 
and, says Mr. McMicken, “stocks are, 
of course, now greatly reduced.” Sale 
of electrical appliances by units shows 


to do So. 


the expected reduction in all items ex- 
cept the last three. 

The company estimates that it 
has a saturation 


now 
of about 34 per cent 


for electric ranges on its lines, 63 
per cent for refrigerators, 14.2 per 
cent for water heaters and 107 per 


cent for radios 

The utility employs no one in the 
field of appliance selling, but keeps 
five men on a part time basis for dealer 
contact work. It has eight employees 
in the industrial and utilization field 
and three on the home service staff. 

Of the 160 dealers serving this area 
with major appliances at the beginning 


of it through dealer channels. Up _ of 1942, about 30 per cent have since 
until about October, in spite of all gone out of business. Of the remain- 
restrictions, the sale of major appli- ing, about 10 per cent have added 
UNIT SALES OF ELECTRICAL APPLIANCES 
(Portland, Ore., Area) 
Estimate of Stocks Remaining 

1942 1941 New Used 
Ranges* 6,000 9,450 1,200 100 
Water Heaters* 3,500 3,925 200 
Refrigerators 6,500 12,000 oa 
Washers 8,000 8,500 300 
lroners 2,000 1,000 200 ‘ 
Cleaners 5,000 7,000 1,500 1,000 
Radio Sets 28,000 22,000 6,000 1,000 
Air Heaters 10,000 1,500 250 
IES Lamps 20,000 17,000 10,000 


*Figures on ranges and water heaters are restricted to those connected to PGE lines 


others are for Portlend area. 
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other lines to keep going, principally 
furniture. None of them as yet has 
gone into the service field with special 
emphasis, although many handle this 
work as a side line. Because the appli- 
ance volume has kept up so well the 
group as a whole has not faced the 
same problems of survival as have 
been felt in other areas, but 
undoubtedly more and more of them 
will look to other lines to keep them 
going. 

The principal promotional program 
of the company for 1942 was one of 
“utilization”, principally among indus- 
trial customers taking on war produc- 
tion. The advertising budget for 1943 
has been set at $45,000. 


some 


Northwestern 
Electric Company 


HE Electric Com- 

pany, second of the utilities serving 
Portland, Oregon, and its vicinity, re- 
ports 40,365 residence customers, un- 
der the new classification, with 6,129 
commercial, and 47,480 in all classifi- 
cations. Again using the new classi- 
fication for residence customers, the 
average annual kw.-hr. consumption 
per domestic customer had increased 
to 2,125 kw.-hr., more by 405 kw.-hr. 
than the 1941 figure of 1,720 kw.-hr. 
which was based on the old classifica- 
tion of customers. 


Northwestern 


Appliance Volume 


Based on ten months’ actual figures, 
the aggregate dollar volume of domestic 
appliance business in this territory is 
figured at $1,946,700 for the year, all 
of it sold through dealer stores. Unit 
sales show how well stocks of major 
appliances held out. 

The power company does no direct 
selling, but employs one man in dealer 
contact work, three in commercial and 
industrial promotion, one in utilization, 
and a home service advisor. 

Of the 225 dealers in this territory 


on January 1, 1942, about ten per cent 
had gone out of business by the end of 
the year. Fifteen per cent had added 
other lines, chiefly furniture. Many 
had combined furniture with an em- 
phasis on repair work. 

During the year the Northwestern 
Electric Company carried out an ex- 
tensive series of newspaper appliance 
repair advertisements, stressing the 
utility of electrical equipment for the 
home and listing the important rules 
for keeping appliances in good condi- 
tion for the duration. This series cov- 
ered all appliances, from major to 
minor. Each advertisement has stressed 
the importance of taking the equip- 
ment to the local appliance dealer im- 
mediately as it develops need for re- 
pair. The utility has furnished two 
types of posters for dealer use in their 
display rooms and windows, covering 
these same points. 

Many dealers report a constant in- 
crease in the appliance repair busi- 
ness; some are behind in their sched- 
ules, with orders piled up on their 
benches. Chief difficulty seems to be 
shortage of parts, rather than lack of 
skilled labor. To date, however, deal- 
ers have been able to handle the prob- 
lem reasonably well, so that no plans 
have made for supplementing 
their service. 


been 


Future Plans 


Customer contact work during the 
year has been confined to home serv- 
ice, which has been curtailed greatly. 

Of plans for the future, J. C. 
Plankington, assistant general man- 
ager, says, “Our advertising program 
for 1943 will be devoted principally to 
institutional and educational channels. 
We will continue numerous helps and 
suggestions to the appliance dealers 
and electrical contractors through 
‘Northwestern Dealer News.’ ‘North 
western Farm News,’ which goes to all 
our farm customers, is to be continued 
in 1943, using it as a means of helping 
the farmer in his many problems of 


’ 


electric service and general farming.” 


UNIT SALES ELECTRICAL APPLIANCES NORTHWESTERN ELECTRIC 
TERRITORY 


Ranges 

Water Heaters 
Refrigerators 
Washers 
Cleaners 
Radio Sets 
IES Lamps 


1942 (10 mos.) 1941 
1,430 3,248 
1,225 1,646 
1,949 6,415 
2,685 3,870 
1,252 2,792 
8,588 11,475 
6,848 9,228 





PORTLAND, ORE. 


Mountain States Prepares for 1943 


HE Mountain States Power Com- 

pany, reporting from Albany, Ore- 
gon, serves 47,000 domestic customers, 
8,500 farm customers, 8,500 commer- 
cial accounts, with a total of 64,000. 
Average annual kw.-hr. use per resi- 
dence customer for 1942, 1,515 kw.-hr. 


JANUARY, 


Records of the sale of electrical ap- 
pliances are not complete for the year, 
as the practice of collecting reports 
from individual dealers has been given 
up. It is estimated, however, that 
practically the entire stock of appli- 

(Continued on page 40) 
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haw no such Navy rating as 
“Laundryman,” of course. 


It’s just our way of saying that this Bendix 
Automatic Home Laundry aboard the U. S. S. 
Undisclosed washes, rinses and damp- 
dries at the turn of a single dial, like many 
another Bendix serving with the Army and 
the Fleet. 


That doesn’t sink any Japs or shoot any Nazis, 
but it does help make life easier for the men who 
do. And that’s why the men who made this peace- 
time product get a glow of pride from every 
Bendix that is on active duty. 


Here in the plant where the Bendix was 
made, we're in “military service,” too. 
Converted 100% to war production. Mak- 
ing aircraft parts and army ordnance. 


BENDIX AUTOMATIC HOME LAUNDRY 


THATS HOW BENDIX RATES WITH 
ME-LAUNDRYMAN Ist CLASS / 














So there won't be another Bendix Automatic 
Home Laundry until the war is over. 


In the meantime, though, we're doing two things 
in addition to our war work. First, we're telling 
the Bendix story in national magazines! The third 
ad in our wartime series appears in LIFE (December 
14, 1942), SATURDAY EVENING Post (December 
19, 1942), McCALL’s (February, 1943), and Bet- 
TER HomMeEs & GARDENS (February, 1943). We 
feel that this advertising will help create an even 
greater demand for the Bendix after the war. 


Secondly, we're helping our present Bendix owners. 
We're sending them (there are more than 300,000, 
you know) the new, free booklet ‘Wartime Care 
of your Bendix.”’ This book tells the Bendix owner 
many little things she can do to keep her Bendix 
operating for the duration. And it will also save 








the Bendix dealer and serviceman a lot of ‘nui- 
sance”’ service calls! 


What does it all add up to? Just this: after the 
war there'll be more than 300,000 satisfied Bend: 
owners . . . plus millions of prospective owners 
who'll want the ease and freedom of a Bendix 


workless washday. 


BENDIX HOME APPLIANCES, INc. 
SOUTH BEND, INDIANA 
The People who Pioneered and Perfected the Automati 
* Washer” 





OUT TOWAR 
BACK LATER 

















This advertisement does not imply endorsement of our product by the Navy 
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In regard to accomplishments 01 
1942 and plans tor 1943, H. E. Farris, 
“Our 


itest concern is not so ‘much the 


new business manager says 


present dealer situation as the loss ot 
leaving the 
all towns and rural areas tor the 
lustrial centers. Also, dimouts 
usé dip in business in Oregon tet 


business due to people 


itory. Dealers in the appliance and 
business are certainly getting 

is well as can be expected under 
resent conditions. To date, no one 


‘ur properties is suffering from 


k | service 

We of course expect to have a con 
iderable change in the dealer set-up 
for 1943 and we believe that with these 
hanges and with the many other fac- 
tors involved, it will behoove us to do 
our best to establish a good service 
program for our customers lso a 
utilization program which will help our 
customers to get the most from what 
thev have for the duration.” 





PUGET SOUND 


Puget Sound Adapts Its Program 


Q! R\ (5 tern Wash- 
‘we ot ( prises agricul 
tura unibering and industrial 
ties, the Puget 
Sound P and Light Company has 
thy ust ents as the ce 
he present 
number of re 1 cust ers served, 
janu 4 204,000, an 
increa f 5,132 during the past year 
Chis inclu ural figures. Comme: 
cial account ve dropped in the same 
period from 24,370 to 22.800 Che 
total of all cust rs is now 227,500, 
i i t £220,532 ig 

N t \ ] vl is to exact 
change t loa irious classifica 
t ) pparently the system’s day 
time | l necre ed about 55.000 
kw ver veal re nd the SV stem 
peak | swung to the daytime. Av 
erage ual } ( sumption pet 
lon cust up to 1,975 
kw.-l ig 1716 kw.-hr. it 
194] 

It roug te that about 
$3,377,625 t] estic appliance 
busine va ne in this territory 
during the vear, dealers handling some 
$2,691,275 th ~ major ap 
p ¢ tf col iumpered by 

ack I tock 

Saturat ‘ inges in th 

tory now st 37.3 pe ent 
r ele ‘ ‘ it it 19.3 pet 
cent il ore t O09 pet 


(he power company employs one 
man in direct appliance selling, five 
in dealer contact work, 18 in the com- 
mercial and industrial field, 25 in utili- 
zation, and 9 in farm service, as well 
as a Staff of ten in the home service 
department. 

Of the 495 dealers serving this ter- 
ritory at the beginning of 1942, about 
1) per cent had dropped out of the 
picture by the end of the year, some 2 
per cent had changed to other lines 
ind another 8 per cent had added other 
lines to their electrical stocks, chiefly 
kitchenware. Some ten per cent are 
emphasizing service, while about 40 
per cent have gone into war industries 

The power company promoted a 
campaign for the repair of appliances 
luring the year, running five ads in 
all newspapers in the territory. Home 
service consultants devote five minutes 
if every meeting to a discussion of the 
care and repair of appliances. The 
same plan will be followed throughout 
1943. The utility does not service 
small appliances, but reports that the 
job thus far seems to be adequately 
handled by the dealers, although they 
are somewhat behind schedules. 

The major emphasis of 1942 adver- 
tising was placed upon the war effort 
Home service activities stressed nu 
trition. Group meetings in the com 
pany’s Victory Kitchen were the main 
means of customer contact. Plans for 
the coming vear are not yet complete. 


UNIT APPLIANCE SALES PUGET SOUND TERRITORY 


1942 


Company Dealers 


Ranges 750 5,670 
Water Heaters 825 4,860 
Refrigerators 120 7,170 
IES Lamps 20,000 
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1941 
Total Company Dealers Total 
6,420 1,300 12,000 13,300 
5,685 1,150 8,500 9,650 
7,290 400 33,000 33,400 
20,000 20,000 20,000 


TACOMA, WASH. 


Half Tacoma Dealers in War Work 


CFHHE Tacoma, Wash., Light Division 
| if the Department of Utilities re- 
ports an increase during the year in the 
number of its customers, 
which amounted to 35,367 on Dec. 31, 
1941 and is estimated as 37,065 as of 
Dec. 31, 1942. At the same time there 
has been a decrease in the number of 
commercial billings from 4,029 to 3,956, 
the present total of all customers being 
41,845, which is 593 less than the 1941 
figure. 


residence 


Average Consumption 


In spite of restrictions in the sale of 
appliances, the average annual kw.-hr. 
consumption per residence customer 
has gone up by over 300 kw.-hr. dur 
ing the year, the estimate for 1942 
standing at 2,744 kw.-hr. as against 
2,435 kw.-hr. for the year 1941. The 
overall load of the system has in- 
Blackouts and dimouts have 
occasioned a drop in the monthly 
lighting load of from 250,000 to 500,- 
000 kw.-hr., but the domestic load 
for 1942 is up by 18,850,000 kw.hr., 
the commercial load by 888,000 kw.- 
hr. and the increase in industrial load 
has reached a figure of 146,000,000 
kw.-hr. 

Due to the influx of war workers in 
this area, no accurate figures are 
available on the sale of electrical appli- 
ances, aS many ranges and other major 
appliances were bought elsewhere and 
shipped in with household goods. Gov- 


cl eased. 


ernment freezing orders on new ranges 
have resulted in large numbers of used 
equipment being brought in from non 
deiense areas. Local stocks of ranges, 
water heaters and refrigerators are 
pretty well cleaned up. 

‘he department reports that it em- 


ploys one man in appliance selling, 
one in customer contact work, one in 
dealer contact work, one for commer- 
cial and industrial prospects, one in 
utilization and has two women in its 
home service department. 

\bout half the one hundred dealers 
who formerly served this area have 
gone out of business during the past 
year, most of them taking positions in 
defense work. Of the remainder about 
40 per cent have sought survival by 
adding other lines, chiefly furniture, 
housewares, toys and rugs, while the 
remaining 10 per cent are emphasizing 
service. 


Help Bond Sales 


During the past year the department 
has done considerable advertising, em 
phasizing the importance of careful 
use and good care of present appli- 
ances. Free booklets were issued, fol- 
lowed by radio and newspaper pro- 
motion. The same program will be 
continued during 1943 plus a cam- 
paign furthering the sale of bonds, 
with the idea that these will provide 
a fund of savings with which appli- 
ances may be purchased when the 
war is over. The response of the pub- 
lic to this program has been excellent. 
Dealers have taken little share in the 
activities and on the whole are taking 
only a minor part in this program. To 
help meet the need for service per- 
sonnel, of which there is an acute 
shortage on account of the competi- 
tion of the nearby war industries, the 
department is making provision for 
the training of apprentices in repair 
work. The department itself now han- 
dles the servicing and repairing of all 


types of ranges. 





Seattle Sales Continue 


ECAUSE of the great number of 

government housing projects in 
the Seattle area which have utilized 
electricity for both cooking and water 
heating, the City Light of Seattle, 
Wash., is able to report a record of 
higher sales of these two major appli- 
ances during 1942 than during the 
previous year. 

The Department of Lighting serves 
85,277 residence customers, which is 
3,330 more than the 81,947 figure of 
December, 1941. Commercial and mis- 
accounts have fallen off 
somewhat during that period, however. 
Residence sale of power during 1942 
will exceed that of 1941 by about 50 
million kw.-hr. Commercial sales dur- 
ing the same period have been in- 
creased by 70 million kw.-hr. The 
present average annual kw.-hr. con- 
sumption per residence customer is 


cellaneous 


SEATTLE, WASH. 


Active 


2.611 kw.-hr., an 
kw.-hr. over 1941 
kw.-hr. 

Both in the number of customers 
served and in the amount used by 
the individual home, the residence load 
was outstanding in its growth. There 
is a net gain reported for the first 
ten months of 6,035 electric ranges, 
bringing the total ranges in service 
on Nov. 1, 1942 to 52,928. During 
the same period over 5,000 automatic 
electric hot water tanks were installed 
in homes on the department’s new All- 
Electric rate. These tanks are of a 
minimum 40-gal. size or larger, with 
twin heating units. In addition, 2,700 
automatic electric tank water heaters 
of twin-unit type were installed in 
U. S. Federal Housing projects. 

The unit sales of these two appli- 

(Continued on page 42) 


increase of 541 
record of 2,062 
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How to Profit NOW by Using 
Our FACTORY SERVICE PLANS 


for G-E Fractional-horsepower Motors 





T Recen 








NDER these plans, General Electric will exchange 

or repair any G-E fractional-horsepower motor, 

regardless of the type or make of appliance to which it is 

applied, should the motor become inoperative. These 

Factory Service Plans have proved thentselves in reg- 

ular use. They are not new and untried. They are ready 
for use in your business now. 


Promote Service Business 


These plans attract service business 
to your store because they provide 
for the quick replacement or repair of 
G-E motors, now, when your custom- 
ers must keep their present appli- 
ances operating. They promote cus- 
tomer confidence in your repair shop because of the com- 
plete factory rebuilding feature, and the G-E warranty 
given on the work. Those whom you serve under the 
plans will speak favorably to others about your service 
because of the speed with which a repair job can be 
completed. The plans provide assurance to you and 
your customers that G-E motor-driven appliances 
will be kept in operation. 





How the Plans Work 


For the most generally used types 
of motors, there is the Exchange 
Plan Service. The inoperative motor 
is removed from the appliance and 
replaced immediately. We carry field 
stocks of ‘‘exchange plan’”’ motors and 


encourage you to carry a buffer stock of the motor or 
motors used on your appliance line. Thus, immediate 
replacement is available to the customer. Except for 
finish, ‘‘exchange plan’’ motors carry the regular G-E 
new-motor warranty. 

For semi-standard motors not covered by the E£x- 
change Plan, there is the Special Repair Service Plan. 
These motors are repaired at the factory at an estab- 
lished cost which you know in advance. This makes it 
possible for you to quote on repair jobs without delay. 
Except for finish, repaired motors also carry the regular 
G-E new-motor warranty. 

To take care of those G-E fractional-horsepower 
motors which are not covered by the Exchange Plan 
or the Special Repair Service Plan, regular factory 
repair service is available for the special motors. Motors 
are inspected, and a cost estimate is submitted. While 
this plan is used less frequently, its availability makes 
it possible for you to accept any G-E fractional-horse- 
power motor service job. Except for finish these re- 
paired motors also carry the G-E new-motor warranty. 


— 
4 =a How to Get Started 
h Your distributor has complete de- 
“gs 4 tails on how to use these factory serv- 
be . - 
WS ice plans. He has prices and a stock 
=X, of exchange motors, and can tell you 
how to obtain repair service on the 
motors used on your line of appliances. See your dis- 
tributor, or write for Bulletin GEA-3989, which de- 
scribes these plans in more detail. Address General 


Electric, Section 700-66, Schenectady, N. Y. 







‘ 


The Novy “E™, for Excellence, has 
been oworded to 92,780 General 
Electric employees in six plonts 
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ances indicate how well the 

business has kept up \t 

time it is known that stocks are now 
low and it is expected t 

ing vear will find many i Ir p 
ping out c t 
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weve i l l 
0 ly al UU ¢ inge 
iva il 

I ¢ re | 1 t 
figure ele ges this « 
trict 62 p id of wate 
heaters 23 per cent ably the high 
est figure reached in the country for 
a city of comparable size. 

The department now employs one 
man in appliance selling, 16 in cus- 
tomer contact work, 2 in dealer con- 
tact, 5 industrial development and 
three girls in the home _ service 
department 


Four Federal housing projects were 
completed in Seattle during the year, 


utilizing 3,568 electric ranges and 
2,700 automatic tank water heaters. 
One project of 868 units obtains its 


hot water from a 
plant. Low rates and preferential bill 


ing of homes where both 


central steam heating 


cooking and 


water heating are electrical are re- 


sponsible for the selection of electricity 

use in the kitchens 
The department 
ports satisfactory response from inde- 
pendent contractors builders of 
every case 
tank 


eliminated the 


of these homes. 
of lighting also re- 


and 
new mes who in almost 
1 the automatic water 
iter and in addition 

i hot water coil in the furnace. 
The advertising program for the 


red this ground and also tied 


educational 


vear Cove 


government pro- 


grams. City Light’s home economists 
continued their “health for Victory” 
cooking schools in their own audi- 
torium as well as at other social 
gatherings. The advertising program 


for 1943 will feature helpful sugges- 
tions to customers for better use of 
and 
will emphasize the benefits which the 
Northwest has from 
public power development. 

So far the department has not done 
anything toward promoting a cus- 
tomer appliance repair program. Says 
P. C. Spowart, sales manager of the 
department, “We believe that the solu- 
tion to the problem of servicing small 
a responsibility of the 
manufacurers and their respective job- 
bers, who might fill this need by estab- 


their electrical equipment also 


Pacific received 


appliances 1S 


ishing competent service shops.” 


SALE OF ELECTRICAL APPLIANCES BY UNITS 


(Seattle 
1942 
Company Dealers 
Ranges 1,482 6,897 
Water Heaters (tank) 1,542 7,142 


Area) 
1941 
- + ~ 
Total Company Dealers Total 
8,379 3,447 4,285 7,732 
8,687 2,984 1,312 4,296 





SPOKANE, WASH. 


Spokane Maintains Relatively Steady Level 


Company an increase of about 


number of 


reports 
500 in the residence cus- 
tomers served, bringing the figure for 
December, 1942 to 70,420. Rural cus 
tomers remain the same at 12,847, 
commercial have fallen off somewhat. 
During the past year the commercial 
load has dropped by about 400 kw. At 
the same time, however, the domestic 
load increased by about 1,400 kw., the 
industrial by 3,400 kw. and the munici 
pal by 150 kw. This is not a dimout 
or blackout area, so there has been no 
loss of load through these observances. 


The average annual kw.-hr. con- 


SALE OF ELECTRICAL APPLIANCES BY UNITS 
(Washington Water Power Territory) 


HI easter Washington and 
Idah territor served by the 
Wa gton Water Power Company, 
while supporting e military estab 
t d a fair proportion of war 
trie not one ot the « specially 
ict du al centers which have 
een stimulated to activity by the war 
Both agriculture and lumber are asked 
to step up their rate of production 
but he er hand, both have been 
raided to some extent by industrial cen 
te ( for the available 
labor supply 
TI Washingtor Water Power 
1942 
Company Dealers Total 
Ranges 130 2,300 2,430 
Water Heaters. 160 1,240 1,400 
Refrigerators. 4 3,700 3,704 
Washers 47 3,910 3,957 
Cleaners 1 2,200 2,201 
Radio Sets 13,350 13,350 
IES Lamps 725 6,990 7,715 
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Estimate of 
1941 
Company Dealers Total - 


— —— ——-- New Used 
566 4,786 5,352 1,000 80 
558 3,161 3,719 500 
101 11,837 11,938 eas 
171 7,134 7,305. =. 

Pd 3,038 3,038 50 100 
i a 18,911 18,911 2,000 300 
2,346 11,411 13,757 2,500 


Stocks Remaining 


sumption per residence customer for 
1942 is estimated at 2,460 kw.-hr., up 
112 kw.-hr. over the 1941 figure of 
2,348 kw.-hr. 

It is roughly estimated that about 
$3,800,000 was spent for domestic elec- 
tric appliances in this region by cus- 
tomers during 1942. Sale of electrical 
appliances by units reflects the fact 
that the utility is now completely re- 
tired from the sale of appliances. 

The estimated saturation as of Dec. 
31, 1942 for electric ranges was 36 
per cent, for refrigerators 76 per cent, 
for water heaters 31 per cent, and for 
radios 95 per cent. 

The utility now has no employees 
engaged directly in appliance selling. 
A staff of 29 maintain customer con- 
tact, six are engaged in dealer con- 
tact, eleven in the commercial and 
industrial field and nine in home serv- 
ice work. 

Of 192 dealers serving this territory 
at the beginning of the war, about 
thirteen have gone out of business. 
The others have found some means 
of survival so far, some twenty of them 
adding other lines, principally house 
furnishings, paints, cutlery or toys, 
while ten are emphasizing service. 
Some three or four of the dealers have 
gone into defense work personally, 
while keeping their stores open with 


the assistance of their wives or other 
relatives. 

During the past year the company 
has promoted the sale of war savings 
bonds, has done extensive advertising 
of an institutional nature, emphasizing 
the importance of preserving free en- 
terprise, the advantages of cheap elec- 
tricity and the like. In the home serv- 
ice field attention has been given to 
nutrition, care and use of appliances, 
cheap electric service and repairs. Sur 
veys have been made of customers to 
promote the appliance repair service, 
free enterprise, post war buying. The 
appliance pool idea has been encour- 
aged. 

In addition to calling attention to the 
importance of appliance repair with 
each customer contact, this idea has 
also been promoted by advertising and 
bill enclosures. To date the public re- 
sponse has been fair. About twenty 
per cent of the dealers have shown 
themselves interested. To supplement 
their limited services, the company co- 
operates in helping obtain or train 
personnel where needed and also main- 
tains a service department of its own. 

Advertising plans for 1943 will 
emphasize the saving of free enter- 
prise, the conservation of appliances. 
As a dealer help, there may be a pro- 
motion of the appliance pool idea. 





PACIFIC NORTHWEST 


Pacific Power & Light Makes No Predictions 


N September 1, 1941 the Pacific 

Power and Light Company discon- 
tinued the direct sale of major 
appliances but continued in the mer- 
chandising field with the sale of lamps, 
lighting and small appliances. This 
resulted in a substantial curtailment 
of the sales staff, which was further 
reduced after December 7th because 
of difficulty in providing adequate 
transportation for outside representa- 
tives. Rural salesmen as well as home 
advisors were also affected. In addi- 
tion, of course, this natural trend was 
hastened by enlistments from the ranks 
of the salesmen and district sales sup- 


ervisors, particularly among _ those 


with engineering training. 

In order to carry on while making 
as great a contribution to the war 
effort as possible, this utility has cut 
down on all activities which are not 
definitely a part of the war program. 
Says D. B. Leonard, commercial man- 
ager, “This policy has dominated our 
activities to such an extent that we are 
preparing a simplified budget for 1943 
without estimating unit sales of ap- 
pliances by dealers to determine the 
possible effect on revenues that such 
sales might have. In other words, we 
have decided that because of the war 
the trends in 1943 will be largely un- 
predictable.” 





British Columbia Carries 


HE Vancouver division of the Brit- 

ish Columbia Electric Railway 
Company, Ltd., serving the mainland, 
reports an increase in customers dur- 
ing the year. Figures for December, 
1942 are 84,900 residence, 18,200 rural 
(including villages), 15,650 commer- 
cial, and 118,750 total customers. For 
the year previous these classifications 
were 81,961 residence, 16,653 rural, 
16,146 commercial and 114,760 total. 
The load during the year showed an 
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VANCOUVER, B. C. 
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increase of 275 kw. in the domestic 
field, 4,000 kw. commercial and 12,750 
kw. industrial. The estimated loss of 
load through dimouts and blackouts 
is 122,950 kw.-hr. The average annual 
kw.-hr. consumption per residence cus- 
tomer remained the same for the year 
at 926 kw.-hr. 

About $1,200,000 was spent for elec- 
trical appliances in this territory dur- 
ing 1942, dealers selling about 77.5 
per cent of the total. 
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ACCENT ON SERVICE this group photograph of those all-important small 


electrical servants was taken in 1934. 


Millions of these appliances were at work at 


that time, but many more millions have been added during the past seven years. 
Irons, clocks, mixers, coffee makers and toasters in constant use, provide a vast service 
job for thousands of dealers and repair stations. 


Saturation of electric refrigerators 
on Vancouver lines is estimated at 
about 20 per cent and of radios 85 per 
cent. 

The B.C. Electric now employs 17 
inside and 15 outside salesmen on both 
gas and electric appliances. In addi- 
tion it has one man in dealer contact 
work, three in the commercial and 
industrial field and a home 
staff of four. 

About three per cent of the dealers 
serving this area have gone out of 
business during the past year. Some 
five per cent have gone out of the 
electrical field and are handling other 
lines, while about 40 per cent have 
added other lines, such as furniture 
and hardware, and are carrying on. 
About 75 per cent are featuring their 
service departments. Some, of course, 
have gone into war work as a means 
of survival. 

The power company’s repair depart- 


service 


ment has found it necessary to under- 
take repair service on all appliances 
except washers and radios, regardless 
of where the equipment pur- 
chased. A charge is made for mate- 
rials and labor. 

Plans for the coming year have not 
yet been announced. 


was 


Dealers Keep Going 


HE British Columbia Electric Rail- 

way Company, Ltd. serving Van- 
couver B. C. and a portion of western 
3ritish Columbia has now severed the 
last link in its cooperative merchan- 
dising plan with dealers by announc- 
ing the discontinuance of all bonuses 
and commissions for dealer sales, but 
the company is maintaining its dealer 
relation department and is endeavor- 
ing to continue its system of reports 


UNIT SALE OF ELECTRICAL APPLIANCES VANCOUVER, B.C. DISTRICT 


from dealers. Due to the decline in 
the volume of electrical appliance 
business and the discontinuance of 
bonuses, many of the dealers have 
ceased to send in these reports. The 
utility is most anxious to continue the 
system, however, in order to be able 
to keep its saturation records up to 
date for every section of its territory— 
and is urging dealers to turn in re- 
ports regardless of whether or not 
they made appliance sales during the 
month. The utility pays $1 for the 
sending in of each such monthly re- 
port. It is believed accurate informa- 
tion made possible by these figures 
will be of the utmost value just as 
soon as business conditions return to 
normal. 

Despite efforts to encourage consol- 
idation of business, and the vague 
hints that government action might be 
taken toward this end, the majority 
of electrical dealers in Vancouver want 
to stay in business. They have in the 
main shown a complete lack of inter- 
est in closing up their stores and 
transferring to other fields. Employ- 
ees of many of the dealers have been 


reduced, and many have left of their 
own accord for the armed forces or 
war industries, but the dealers in the 
main are still in business. The dealer 
relation department of the B.C. Elec- 
tric Railway Company is assisting in 
making surveys in the various sub- 
urban shopping communities to deter- 
mine merchandise that would be most 
suitable for each particular area, with 
a view to aid the dealers in carrying 
on. It is hoped a survey will show 
other lines available that may be added 
by dealers, or certain types of service 
work in which shops with appropriate 
facilities might specialize. 

Most Vancouver dealers still have 
a small supply of table appliances and 
are rationing themselves carefully in 
exposing these lines for sale in order 
that they may remain in the electrical 
business as long as possible. Major 
appliances such as ranges, refrigera- 
tors, washing machines, and cleaners 
are gradually disappearing from deal- 
ers’ stocks, and this fact is making it 
increasingly difficult for them, even 
with the addition of outside lines, to 
continue in business. 





VICTORIA, B. C. 


$450,000 in Appliance Business 


HE Victoria division of the British 

Columbia Electric Railway Co., 
Ltd. reports 23,353 residence, 4,263 
rural, and 3,645 commercial customers, 
with a total in all classifications of 
27,615. These are slightly higher than 
the 1941 figures of 22,159 residence, 
3,918 rural, 3,561 commercial and 26,- 
419 total. The average annual kw.-hr. 
consumption per residence customer 
had increased during 1942 to 860 
kw.-hr., over the 1941 figure of 850 
kw.-hr. Increases are reported in all 
types of load—2300 kw. in domestic, 
300 kw. in commercial and 1,089 hp. 
industrial. 

It is roughly estimated that about 
$450,000 was spent for electrical ap- 
pliances in this district during 1942, 
about 80 per cent of it having been 
sold by dealers. 

The estimated saturation of electric 
ranges in this district for 1942 was 13 
per cent, of water heaters 5 per cent, 
of refrigerators 20 per cent and of 
radios 80 per cent. 

The power company now employs 


six in appliance selling, one in cus- 
tomer contact work, one in utilization 
and one in the home service depart- 
ment. 

Of the sixteen dealers serving this 
area at the beginning of 1942, one 
went out of business during the past 
year, while three have added other 
lines such as china and furniture as a 
means of survival. 

Although all utility promotions were 
considerably curtailed during the year, 
some effort in advertising and direct 
contact work was devoted to inducing 
customers to keep their appliances in 
good repair in order to avoid the pur- 
chase of new appliances, which are 
now very scarce. Response of the 
public has been fair, dealers to date 
being able to handle adequately all 
requests for service. 

No definite advertising plans have 
been laid out for 1943, but in general 
the program will follow that of the 
past year along educational and in- 
stitutional lines as exigencies may dic- 
tate. 


UNIT SALES OF ELECTRICAL APPLIANCES 
(Victoria, B. C. and Vicinity) 
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1942 1941 1942 1941 

Company Dealers Total Company Dealers Total Company Dealers Total Company Dealers Total 
Rangcs ee 190 262 452 427 902 1,329 Ranges... , = 4 39 85 113 103 216 
Water Heaters.......... ree 135 en 84 Water Heaters a ' 3 ieee 40 39 ss 39 
Refrigerstors............ 295 759 1,054 498 2690 3,188 Refrigerators... on 80 120 200 198 340 468 
so soy wa eae oe - 698 698 20 2,741 2,761 ig hs wn as elem 350 350 1 683 684 
io vig Sid acc overs ah 11 11 a 82 90 Cleaners... . 40 60 100 78 101 179 
Cleaners. pie ae a 150 156 306 286 357 642 ES tl a 2,000 2,000 nace 3,328 3,328 
is ak sleaivns _.. 4,474 4,474 me 9,260 9,260 Aijr Heaters. 60 50 110 96 60 156 
Air Heaters ee > aise 250 367 ahs 367 IES Lamps..... S6500 iss $6,475.34 , 
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THOUSANDS MUST swiITCH TO COAL... AND 
THAT’S A CASH OPPORTUNITY FOR YOu! 








i‘M CURTIS, WINKLER DEALER AT SALT 
- LAKE CITY. JUST SOLD 62 OF THESE 
BIG WINKLERS TO THE GOVERNMENT. 











A once-in-a-lifetime chance to get into a business with orders 


literally waiting to be filled! Large competitive fuel users 


must convert to coal 


and here’s Winkler with the livest stoker proposition in the field. 


If you've never sold a stoker before, you're still eligible, because Winkler shows 


you how! Look at this set-up— 


A stoker that is really saleable, with everything that efficiency-minded management 
looks for. With Winkler’s “12 point demonstration” you can visibly demonstrate 
it to be more powerful— more economical—and it’s backed by an amazing record 
for long service-free life. That's why Winkler sales have doubled every year! 

Winkler offers the one and only Inter-Planetary Transmission—so efficient and long- 
lived that it is the most outstanding design ever created for coal burning equipment. 
It provides extra power to crush obstructions which ordinarily mean a break-down. 
This, plus a host of other efficiency features, enables a Winkler to get the most heat out 


of the least fuel. 


Get the Winkler Plan now, while territories are still open! 






TODAY! 


The Winkler Franchise includes complete 
training by factory specialists . .. tied-in 
with a strong merchandising program 
and backed by National Advertising. 
Your business is organized for success! 


At left— Large flint rock 
being broken into ‘‘stoker 
coal’’ size in the Crusher 
Block of a Winkler Stoker. 





THE WINKLER INTER- 

PLANETARY TRANSMISSION 
Power enough to crush all ordinary obstructions! 
Even a piece of metal will not cause a break- 
down—the Locked Screw Safety Release disen- 
gages and resets the transmission until the ob- 
struction is removed. No shear pins to replace! 


WINKLER 


felly 
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Government Orders 





L-76 
Apr. 17, 1942 


Radio Tubes 


WPB ordered radio tube manufactur- 
ers to discontinue within seven days 
production for civilian use of 349 and 
710 types of radio tubes now on market. 


L-23-b 
Dec. 13, 1941 


Electric Ranges 


Use of iron and steel in manufacture 
of a wide variety of stoves, ranges 
and other domestic cooking appliances 


will be curtailed sharply beginning 
Jan. 1, 1942. This order calls for an 
average cut of 35% during period 


from Jan. 1 to April 30 below the 
monthly average of iron and _ steel 
used in the 12 mos. ended June 30, 
1941. 


L-23-b 
May 2, 1942 


\ll domestic electric ranges in hands 
of manufacturers, distributors and re- 
tail dealers were frozen as of May 2, 
1942 by WPB. The order provides 
for increased production of electric 
ranges during month of May 1942 
above quotas for four past months. 


\fter June 1, 1942, no domestic elec- 
tric ranges may be produced except to 
fill orders bearing a preference rating 
of A-1 or higher. 


L-23-b 
July 16, 1942 


Some 45,000 electric ranges? frozen 
since May 2, 1942, in hands of dealers, 
distributors and manufacturers, are re- 
leased for sale to public upon certifi- 
cation as to need by an amendment to 


L.-23-b. 


(L-5-b) 


Feb. 15, 1942 


Refrigerators 


Ail stocks of new refrigerators except 
those in the hands of retailers or actu- 
ally in transit to retailers were ordered 
frozen as of 10 A.M. E.W.T. Feb. 14. 
Retailers may sell rz the number of 
new refrigerators they sold in 1941 
or 100 new refrigerators, whichever is 
greater, after which the freeze will 
automatically apply to stocks held by 


+l 
wen. 


L-5-c 


Feb. 23, 1942 


WPB ordered production of domestic 
mechanical refrigerators to be dis- 


continued after April 30, 1942. 


L-5-b 


Mar. 3, 1942 


WPB has amended refrigerator order 
L-5-b which freezes and restricts sales 
of domestic mechanical refrigerators 
to permit Army, Navy, and Maritime 
Commission to obtain new refrigerat- 
‘rs without first getting permission 


from WPB. 


-5-¢ 


L 
Mar. 31, 1942 
WPB excluded kerosene refrigerators 


from order halting production after 
April 30, 1942. 
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L-5-b 
Mar. 27, 1942 


Dealers may sell at retail their entire 
stocks of domestic electric refrigera- 
tors under an amendment to the re- 
frigerator “freeze” order. 


L-5-d 
May 26, 1942 


WPB established rules for disposition 
of approximately 600,000 domestic me- 
chanical refrigerators now frozen in 
hands of distributors and manufactur- 
ers. Under today’s order, new do- 
mestic mechanical refrigerators may 
be sold, shipped or delivered, begin- 
ning June 15, 1942, to Army, Navy, 
Maritime Commission, for War Hous- 
ing, etc., ete. 


L-5-d 
Sept. 5, 1942 


Approximately 50,000 domestic me- 
chanical refrigerators frozen in hands 
of dealers and distributors since Feb. 
14 were released for sale to the gen- 
eral public by an order from WPB. 
Sejt. 8, 1942 
A new method of computing ware- 
housing allowances, which distributors 
as well as manufacturers may add to 
new household 
sales al- 


their base prices for 
mechanical refrigerators in 
lowed by WPB was announced Sept. 
8 by OPA. This action follows WPB’s 
release of the week before of approxi- 
mately 100,000 household refrigerators 
from stocks previously frozen by 
W PB orders. 


Self-Contained 
Room Coolers 


No producer shall, prior to Aug. 13, 
1942, produce any of the following 
equipment except to fill an order of, 
or for the account of, the Army or 
Navy of the U. S. or the U. S. Mari- 
time Commission. Thereafter no Pro- 
ducer shall produce any of the fol- 
purpose: 


L-38 Amend. 
une 20, 1942 


lowing equipment for any 
Self contained room coolers, evapora- 
tivecoolers and window-type air con- 
ditioners having a rated capacity of 
less than 2 hp. or a refrigerating ca- 
pacity of less than 2 tons (American 
Soc. of Refrig. Engineers Specifica- 
tions) other items also listed 
such as low temperature mechanical 
refrigerators having a net capacity of 
8 cubic feet or less designed for stor- 
age of frozen foods or for quick-freez- 
ing of food. 


L-98 


Sewing Machines : 
Apr. 25, 1942 


A limited number of sewing machines 
and sewing machine attachments may 
be produced between now and June 15, 
1942 after which production must 
cease. Under L-98 manufacturers 
may produce new machines and attach- 
ments until June 15 at a rate of 75% 
of 1940 rate. Provision is also made 
in the order for the manufacture of 
repair and replacement parts during 
a 6 months period beginning May 1, 
1942 at a rate of 125% of the rate 
during 1940 and 1941. 
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L-28 
Amendment 
July 7, 1942 


Sewing machine manufacturers are 
given an additional two months in 
which to manufacture repair parts in 
Amendment No. 1 to General Limita 
tion Order L-98 


Vacuum Cleaners L-18-a 


Jan. 7, 1942 


Cuts ranging from 25% to 40% in 
production of domestic vacuum clean 
ers during first quarter of 1942 were 
wrdered by Director of Priorities 


Class A manufacturers whose average 
monthly factory sales in 12 months 
ended June 30, 1941 were 5,200 or more 
units will be required to curtail output 
40% below the monthly averages. 
Class B manufacturers, whose average 
was less than 5,200 units,ymust cut 


production 25% 


L-18-b 


Mar. 31 1942 


Production of vacuum cleaners pro- 
hibited after April 30, 1942. No manu- 
facturer may produce any domestic 


vacuum cleaners after April 30, 1942. 


L-18-c 
Oct. 24, 1942 


Stocks of all types of new domestic 
vacuum cleaners in hands of manufac- 
turers, wholesalers and retail dealers 
were frozen by WPB until Jan. 1, 1943. 


L-18 ¢ 
Nov. 21, 1942 


or sale to consumers of new 
vacuum cleaners frozen in hands of 
retailers and wholesale distributors 
since October 24 was ordered by 


WPB 


Washers and lroners |-6-a 
Mar. 14, 1942 


WPB ordered the production of do- 
mestic laundry equipment to be dis- 
continued soon. The entire capacity 
of the industry will be devoted to war 
production. Companies which pro- 
duced more than 60,000 units during 
year ending June 30, 1941 were ordered 
to cease production on April 15, 1942. 
Companies which produced fewer than 
60,000 units were ordered to cease pro- 


duction on May 15, 1942. 


Water Heaters 


An unofficial interpretation from 
WPB clarifies the release of electric 
water heaters from the plumbing and 
heating freezing order L-79. Electric 
water heaters are considered as “direct 
fired water heaters” and the only 
direct fired water heaters now covered 
under L-79 are those which use coal, 
oil or gas as fuel. Electric water heat 
ers, therefore, are no longer frozen. 
Care should be taken, however, before 
electric water heaters are sold, to make 
sure that wiring, both entrance capac- 
ity and water heater circuit, are avail- 


| 


able for the installation. 














"| TRIED TO GET A NEW BAG FOR THE CLEANER, DEAR, 
BUT THE COMPANY'S WORKING ON DEFENSE ORDERS" 














Dab MANGES HER MAKE-UP 


Tanks, trucks, jeeps, guns, planes, boats 
all get new “‘facials’’ often — protective color- 
ings that blend with backgrounds, changing 
with the seasons or locale. Paint sprayers, 
powered by dependable Briggs & Stratton 
gasoline motors, do these jobs quickly. 


Unusual tasks, like this one, form only a small 
part of our service to the armed forces 
— and are in addition to dozens of major 
uses — but all of them equally important. 


The war effort takes the entire 
production of Briggs & Stratton 
4-cycle, air-cooled gasoline mo- 
tors, so they are now available 
only to those who are serving 
the war program, or for ap- 
proved “essential” civilian uses. 
We'll do our best to serve you, 
if your product fits these clas- 
sifications, or if you are plan- 
ning post-war production of 
gasoline-powered appliances 
and equipment. 

To conserve Briggs & Stratton 
Motors now in use, we urge 
operators to take extra 
precaution to see that 

each motor is correct- 

ly lubricated, properly 
adjusted and kept clean. 

In case of emergency see your 
regular dealer or the nearest 
Authorized Briggs & Stratton 
Service Station, 


BRIGGS & STRATTON CORP. 
MILWAUKEE, WIS., U.8. A. 


To help make this a better world 
to live in 


BUY WAR BONDS 
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Percentage Leases In 
Los Angeles 


“Pp! RCI NJ \GE lea es” which e1 


t hi ent 
‘ vay w being 
] Ange l} pia 
eing st ( nded by the 
I Ang ( m t Commerce 
firms who ul has bee 
t tened by vernment restrictior 
lea for the dealer to approach 
llord, laying books on the 
table and to request for a rental based 
earnings. Two general classes 
eases are suggested—one in which 
4 minimum rental is guaranteed, sup- 
ple ted by a percentage of gross 
i] he other calls for establish 
ment of the rental entirely on the 
ba gross sale without a mini 
mut guarantee. The Los Angeles 
Chamber of Commerce has worked out 
percentage figures a1 procedure 
wl t offers to dealers in that 
te t or guida 
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ywwner | i right, of urse, to expect 
full « i proper keeping 
int ‘ itlo 
t cluding ove 
he st income tax statements 
any facts which will give a clear pic 
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Home Made Food Dryer 


DEHYDRATOR made from a 

refrigerator or radio packing case 
plus a fan and nine 100-watt bulbs is 
being plugged by the Illinois Rural 
Electrification Committee. 

A fan is set in the bottom of the 
device with a round hole to permit the 
proper intake of air. Above are seven 
trays, each of which is loaded with 
approximately one pound of wet food 
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per square toot ot tray It takes fron 
24 hours to dry the 


Department of Agricultural E1 


gineering, University of Illinois, feels 

l ie simp! vy of th is 

LDC ») revive tne 1st \ g 
xd on the far ind wit ~ i tow 

‘ , , 

gardeners The fo wing truits and 
egetables may be dried: Apples, apt 
cots, cherries, grapes, peaches, pears 
A ‘ . 
raspberries (black), beans, beets, cab 

} a . a 
age, celery, corn, mustard, mnions, 


parsley, peas, potatoes, pumpkins, 


spinach, sweet potatoes, squash, toma 
I | 


es, turnips. 


Package Idea For 
Selling Defense Workers 


HARACTERISTIC of furniture 
buying by defense workets is the 


fact that most of them have to furnish 


homes c ymplete in one purchase. They 
usually come from a distance to a 
strange locality and, lucky, find 
themselves with a small unit of emer- 


gency housing which it up to them 
£g ] 


to make livable. Shopping for multi- 
tude of items becomes complicated 
when each must be referred to and 
ked against an overall expenditure 
eyond which the total outgo must not 
Fa ir WI the success of “nack 


ige kitchens,” Barker Bros. of Los 
Angeles have adapted this idea to other 
oms of the home, setting up on their 
ippliance floor three sets of four 
yoms each, furniture for which is 
sold as a “package unit” the contents 
f the four rooms being sold at a 
price which ranges from $400 to $500. 
Because of the fact that homes vary 
in the amount of kitchen ,equipment 
furnished and because of the govern- 
ment’s desire to limit purchases in this 
field to the minimum necessary, the 
kitchen outfitting is not handled as a 
“package.” Kitchens in each instance 
are furnished, however, and the ap- 
pliances are purchased as units at the 
same time the other purchases are 
made. 





[he three room groups vary in style, 


yne being modern, one in maple and 
one in 18th century. In one case the 
rooms are grouped in a model cottage, 


with a front which serves as atmos- 
phere. The other rooms are merely 
walled off in adjacent groupings. 
Newspaper advertising, window dis- 
plays and posters throughout the store 
call attention to these exhibits, which 
have been most popular. 

This “Industrial Housing Center”’ is 
in charge of the store’s home econo 
mist, known as “Mary Counselor.” 
Under her care also is the “Kitchen 
Round Table,” where advice is given 
on kitchen matters. Because of the 
many questions asked by customers 
new to town, a large scale map of the 
city with all defense areas marked is 
kept at hand and Miss Counselor is 
prepared to answer questions on trans 
portation an 
advice. 


1 to give other pertinent 


Customers, who come to look at the 
rooms on exhibit, stop to ask for ad- 


vice on kitchen problems rendered 
complicated by the fact that shifts at 
war plants come at unheard of hours 
When should dinner be served to a 








husband on night work—in the morn- 
ing when he arrives home, or just 
before leaving for his work? Many 
who come to an area using electricity 
extensively for cooking, are faced with 
the necessity of using appliances un- 
familiar to them and want advice. 
Miss Counselor gives advice on menus, 
methods of cooking, proper lunches 
for war workers and even furnishes 
recipes on request. 

Miss Counselor’s department also 
keeps closely in touch with the War 
Production Board and with the Bu- 
reau of Power and Light, knowing the 
latest rulings on what purchases Aare 
allowed. More than once she has been 
able to aid a customer who was not 
aware that he was eligible, to obtain 
necessary priority rating which made 
purchase of some major appliance pos- 
sible. Many firms who furnish ma- 
terials and finished products to pri- 
mary war industries are themselves 
classified under the group entitled to 
priority consideration. 

To supply war workers with the 
necessities of living is an essential 
war service—it is also a means of 
keeping up volume in a market cir- 
cumscribed [ 


through shortages of 


supp 7. 


Free Bulbs With Repair 
Job 


FREE lamp plan has been inaug 

urated to supplement the “Dura 
tion-alize Your Appliances” campaign 
of the Pacific Gas and Electric Com- 
pany. Mailed to all utility customers 
with their bills are certificates entitling 
the recipient to one free lamp of the 
100-watt or 150-watt size, when pre- 
sented to an electrical dealer together 
with an appliance for repair or one 
turned in for “scrap.” Dealer and 
customer fill out the form at the time 
the lamp is received and the dealer 
is later reimbursed for the retail cost 
of the lamp when he turns the record 
of the transaction in to the utility 
office. Similar forms are available at 
dealer stores. 





Barker Bros. “industrial housing center" features four complete rooms with furnishings 
sold as a “package unit." The service was designed for war workers living in small hous- 
ing projects who need a complete furnishing job. 
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Sell Repair Kits to Rural 
Customers 


HERE never was a farmer who 
wasn’t a jack of all trades. When 
plumbing is put in its place he does the 
job of digging ditches to save money. 
When rural electrification became a 
fact farmers along the line strung a lot 
of the poles. They do repair work on 
farm implements, tinker with their cars. 
There is a chance to capitalize on 
this natural yearning to tinker in these 
days when service men are scarce and 
their time is precious, R. W. Lewis, 
manager of general dealer sales for 
Fairbanks Morse & Co., Chicago, 
maintains. 

Sell the out-of-town customer a com- 
plete repair kit. With water systems for 
example, you will find it profitable to 
sell him a complete kit containing the 
following : 

Suction valve springs 

Valve stem cotter 

Cup leathers 

Piston rod packings 

Valve core air snifter 

Discharge valve springs 

Valve plate gasket 

Bonnet gasket 


cee 3 
900 


0000 
0000 





Fairbanks-Morse Co. has found it better to 
sell a complete repair kit to farmers rather 
than separate parts. 


“This is what will make sense to the 
farmer,” says Mr. Lewis. “If for ex- 
ample, a pump owner starts to repair 
the pump, he probably has in mind he 
needs certain parts and in his inex- 
perience he probably does not realize 
that before he gets done there may be 
other parts such as gaskets, springs and 
cotter pins that should be renewed at 
he same time. It makes sense to sell 
lim a package kit with all the neces- 
sary parts as these will save him from 
needless trips back and forth and will 
give the dealer a $2 or $3 sale for the 
kit, depending upon the size of the 
sump, in place of a much smaller sale 
or the portion of the part.” 

One handling, one sale is profitable 
to the dealer too, at a time when he 
must devote all of his energy in keep- 
ing his service men busy. Recently an 
electrical dealer who had two outside 
service men had the habit of driving 
them to the job and leaving them there. 
One morning he was tied up in the 
office for three hours making a lot of 
“chicken feed” sales. The two service 
men sat around and waited, losing a 
total of six hours which were far more 
than the profit from any small parts 
sales. 

Pump dealers particularly need to 
learn the value of their time, Mr. Lewis 
asserts. One old fellow downstate made 
a business of buying old pumps, repair- 
ing and selling them. Usually he of- 


t 
t 
] 
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fered $10 for the old pump trade-in or 
otherwise, spent a few dollars for parts 
and sold the repaired pump for $25, 
and figured he had made about a $10 
profit on the job. 

“How much time did you put in fix- 
ing that pump?” asked Mr. Lewis. 

His wife spoke up. “He has been 
putting in nearly every evening in the 
week on the job,” she said. 

That man hadn’t figured that he had 
put $20 worth of time plus $10 worth 
of trade-in allowance, plus $5 worth of 
repair parts in that pump. If he had, 
he would have known that $35 was a 
very fair price for the pump but not 
$25. 

The package business can be carried 
into nearly every type of repair made 
by individuals, Mr. Lewis maintains, 
and will boost sales greatly on parts, 
and at the same time cutting down 
handling costs. 


Making Money At 
Service 


RESENT day conditions in the 

electrical industry hold no terrors 
for H. Fernie, head of the electrical 
contracting and appliance sales firm 
of Fernie Brothers at Kamloops, B. C. 
He has readjusted his business to meet 
the changes and is confident that a 
dealer or contractor who performs this 
readjustment properly can make more 
money in the repair trade than he 
could in the wiring and contracting 
business. 

As a first step Mr. Fernie claims 
the dealer or contractor who wants 
to build up repair business must have 
an adequate stock. In the case of his 
own organization a large stock of 
tubes, fitting tanks, valves, switches, 
fuses, etc. are carried and the firm 
could give complete emergency serv- 
ice on any electrical or refrigeration 
equipment in operation in Kamloops 
and district. The policy which has 
always been adopted in this store was 
to have a three months’ reserve stock 
on hand. 

Mr. Fernie has always been a 
believer in service, but he feels ade 
quately trained service men are essen- 
tial. At one time he operated a num- 
ber of electrical stores, and then rai 
a two week service school every year. 
He still follows the idea on a smaller 
scale in his business and maintains a 
well equipped service library which he 
insists on his staff utilizing to the 
full. The majority of employees have 
come to the firm as boys and been 
trained there. 

As a further step in development 
of a war time service business Mr. 
Fernie has been buying up all used 
motors he could locate and completely 
reconditioning them. He is now in 
the happy position of being able to re- 
place any type of motor from 7 to 
2 h.p. immediately, and has quite a 
selection of heavier powered motors 
for emergency replacements. He has 
also bought considerable used com- 
mercial refrigerator units and recon- 
ditioned them for both emergency re- 
placement and sales purposes. 
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This record department, plus service, plus a long stock of merchandise will keep 
J. T. Bernier in cakes and coffee throughout the war. 


Formula for a One-Man 
Store 

"PE *IME was when the J. T. 

Radio & Company had 


four salesmen on its payroll, and was 
as_ bustling 


Sernier 
Electric 


as a beehive. But that 
now, and Mr. Bernier is 
operating a one-man outfit with the 
idea of lasting throughout the war. 
A girl helps with sales. 

What makes news about the Bernier 


day is gone, 


operation is the way he staggers his 
hours in order to get the most work 
done. 

Morning is a blackout. The store is 
closed from 9 to 12:30. This gives 
him a chance to handle all the service 
calls and service work during the 
morning hours. 

At noon Mr. Bernier washes up 
and becomes a salesman. Assisted by 
his girl he sells records in addition 
to appliances and radios. He has a 
stock of which should 
last for a couple of years if properly 
rationed. Right now he is dickering 


good goods 





Bright Blue Shows 
Off Fluorescent 


Because a background of blue is particularly 
effective in showing off a fluorescent light- 
ing display, the Brandt Electric Company of 
St. Louis, has each display lamp housed in a 
cubbyhole which is painted entirely of this 
color. The way it hits the eye of the passersby 
is gratifying, declares Arthur J. Brandt, who 
is shown in the picture. 


re 6 - ; ; 
with three or four appliai lealers 


for the merchandise which they have 


in stock. He has already bought 
stock from several other dealers. The 
store is receiving a fair amount of 
records and it can make a little 
money in that department 

As a sales policy, he is making no 
effort to promote his electrical mer- 
chandise. He only sells to people who 
come in and buy. The firm has 


adopted a tough attitude on 
and has cut 


trade-ins 
down materially on 
trade-in allowances 

The rebuilding and re-selling of used 
appliances has been given up by his 
firm—knocked out by Mr. Henderson’s 
OPA prices. Mr. Bernier rebuilt and 
resold all of his old refrigerators and 
washers, and all that he could lay 
hands on in his trading area. Today 
no more are available, and he believes 
there will be only a trickle from now 
on as people will prefer to get them 
repaired. 

However, service and upkeep will 
go marching on through the war, and 
with a modest location at 15449 Euclid 
Avenue, in Cleveland, it looks as if 
the Berniers are going to be in eating 
money throughout the war. 


Apartment Demonstra- 
tions Sell Light 


N effective method of selling bet- 


ter lighting to apartment house 
owners was tried out by the North- 
western Electric Company of Port- 
land, Oregon, last Fall. The home 
service girls of the company contacted 
apartment buildings and bungalow 


courts, offering to demonstrate in a 
vacant apartment the results obtain- 
able through modern lighting. Out of 
300 such contacts fifty owners and 
managers had such vacancies and were 
glad to have the lighting demonstrated. 
The apartment was then surveyed 
from a lighting standpoint and fixtures 
and lamps installed to produce best re- 
sults. At the same time a written 
recommendation for the lighting was 
prepared for the owner. The vacant 
apartment thus remodeled was then 
put on display, other tenants of the 
home, as well as prospective tenants 
viewing the result. 
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You Have a 
Part in This 
Plane 


When you see one of America’s hard-hitting 


bombers or fighters hurtling by 


overhead, 
destined for missions of vengeance in some 
undisclosed combat zone, there should be a 
real feeling of satisfaction in the thought that 
you have a part in that plane. For the Delco 
fuel pump motors that safeguard the flow of 
engine fuel on many types of military aircraft 


are essentially your motors. 


They are yours because they embody the engi- 
neering skill and experience that Delco Prod- 
ucts has accumulated in your service, building 
dependable Delco motors to power the appli- 
ances you sell. Yours, because the traditions 
of precision machining and careful workman- 
ship that safeguard their performance were 
developed in meeting your appliance motor 


requirements. 


You 


aside from the fact that they contribute to 


have another interest in these motors, 
Army and Navy aircraft performance. Out of 
Delco Products’ war assignment will come new 
technical knowledge, new methods, that will 
be applied to building you even finer Delco 


motors to power the appliances of the future. 


For excellence of war pro- 
duction, Delco Products has 

Sees been awarded the 
Navy “E.” 


MOTORS 


MOTORS CORPORATION 


Army- 


LCS 


PRODUCTS 


DAYTON, OHIO 





DIVISION OF GENERAL 
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Show Window Stunt 
Wins Business 


HERE has lived a man 

with soul so dead who has not at 
one time stood in front of a jeweler’s 
window and observed the watch repair 
man with glass in eye and said to 
himself, “That’s doggone interesting.” 
Such an idea popped into the head of 
Salesmanager Joseph Schilling of the 
Des Moines Electric Light Company, 
when his display floor was swept clean 
ot merchandise. The same thing ought 
to be true with the repairing of ap- 
pliances, he said. 

So, the repair department of the 
DMEL Co. was transferred to the 
sales floor where people passed by to 
pay bills. Immediately when it started 
late last summer, the same magic of 
the jeweler’s window began working 
on the passing crowds. Repair busi- 
ness tripled in two months. 

The bulk of the repair work is 
minor, Mr. Schilling says. Irons with 
broken handles, sticking thermostats, 
damaged cords and plugs predominate. 
Clocks, toasters, waffle irons and simi- 
lar items are on the dominant list. 
Repairs are made at cost plus a small 
sum to labor and overhead. 
Few of the charges run over $1 or $2. 

Little 
yet in 


never 


cover 


trouble has been experienced 
1 ybtaining repair parts for the 
appliances although it is anticipated 
that the problem may later become 
lore pressing. Ninety percent of the 
customers are good natured about ap- 
pliance repair parts shortages that do 
exist, it is estimated. 

siderable irritation is 


garding the 
1 


However, con- 
evidenced re- 
ruling that undamaged 
umps of the Lumaline type must be 
returned to obtain replacements. Many 
cases have occurred where these lamps 
have broken on removal and the cus- 
tomer must get along for the duration 
without replacement. 


Avoid Big Items 
In Furniture 


HERE is a temptation to carry 

bigger furniture items—suites, 
and the like—declares C. W. Carson, 
proprietor of the Carson Electric Shop 
in Cameron, Mo., but the lines that 
work best are those most nearly re- 
lated to an electrical store’s former 
stock, he says. 

When war, in its impersonal way 
began to down the lines that 
electrical dealers carried, the Carson 
shop turned to kitchen furniture, Cool- 
erators, ice refrigerators, Sellers cabi- 
nets, work bases, tables, chairs, lino- 
leum, and baking dishes. 

“IT have a line of paint and wall- 
paper, as well,” says Mr. Carson, 
“and discover that cedar chests, coffee 
tables, hassocks, upholstered 
unfinished chests and 
good sellers.” 


mow 


chairs, 
bookcases are 

When the war started Mr. Carson 
proceeded immediately to expand his 
bottled gas business. Today it is hard 
to go much farther with bottle gas, 
but the store’s regular users give it a 
service income that is profitable. The 


firm is keeping up as best as possible 
on the electrical end, buying what ap- 
pliances are available, keeping the 
used ones in repair and doing the nec- 
essary wiring jobs with constantly 
diminishing stocks of materials. It is a 
two-man business today, with Mr. Car- 
son on the outside and Miss Edith 
Taylor keeping the books, tending the 
mail, directing service calls, handling 
the “housekeeping” of the firm and 
being company bookkeeper. 


Cat on a Bat 
Halts Washer 


RS. LILLIAN NEYMAN of 

San Francisco dumped an arm- 
load of linen in her electric washer 
the other day, put on the lid and 
pressed the button. The sound that 
came out of the washer was neither 
faint nor gentle. It was a feline 
screech. As Mrs. Neyman jumped 
away from the machine in horror, 
there came a popping and sputtering, a 
shower of blue sparks and a piercing 
scream. The lights went out. 

She called the fire department, 
whose men deftly switched off the 
washing machine, and found snarled 
up in its innards, Mickey, a Maltese 
kitten. Mickey had short circuited 
things on the old machine. Today Mrs. 
Neyman wishes she had a modern 
washer, and Mickey wishes that he 
had a new tail. 


How To Stay In Business 


EORGE COOPER of the Van- 

couver Appliance Store, Van- 
couver, Wash. has found an answer 
to the situation by keeping his shop 
open until about 2:30 in the after- 
noon. Then he calls on a neighbor— 
Clarence Moore of Moore’s Radio 
Service to take over while he handles 
a shift at the shipyards. Charles Hun- 
ter of Hunter Radio, Portland is an- 
other who is dividing his time between 
his shop and a drafting room job. 
The Stanley Radio and Electric 
Company has closed out after a record 
volume of business on its last day in 
order to permit employees and proprie- 
tor to accept jobs in defense indus- 
tries. 


Help Wanted Column 


FE. CLEMENT of the Elec- 
W. trical Association of New Or- 
leans, dredges up the following letter 
that came in in response to a “lineman 
wanted” advertisement: 


“Dear Sir: 

"| seed in paper what you wanted some 
experinsed linesmen. | am experiensed 
linesman. | have drove a mule team for 
my peppy for nigh on to tin years and 
have handled the lines on double horse 
teams too. But | ain't hankering to go 
unless you pay good like | heer the big 
jobs does. You ain't sed in paper what 
kind of teams, but after | got a holt the 
lines | ain't skeert none of them.” 
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-_ CROSLEY engineering staff and the eight 
Crosley war plants are completely converted to 
producing precision materials for the Armed Forces. 

Today we are delivering four times as great a vol- 
ume of production as we ever reached in our peace- 
time peak, and now our production is a// fighting 
material. Soon even this production will be doubled 


in support of our soldiers and sailors and our allies. 





Only when peace comes will we return to the 
making of Crosley radios, refrigerators, gas and 
. . | . 

electric ranges, washing machines, ironers, and the 
Crosley Car for civilian use. 

With millions of dollars worth of new equip- 
ment, and with post-war developments and plan- 
ning now under way, Crosley will take an even 


greater place among the leaders after the war. 
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THE CROSLEY CORPORATION + HOME OF WLW, “THE NATION’S STATION” + CINCINNATI, OHIO, AND RICHMOND, IND. 
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Behind the Lines_ = | 





O71 linge 


It's a miracle of modern cooking efficien- 
cy. It's the kind of stove that women have 
anticipated for years. We can’t show 
it to you, though . . . not right now. If 
you were to visit our plant today you'd 
see only implements of war rolling down 
our production lines. But the range is 
there...in the blueprints of our laboratory 
technicians as they develop—under the 
stimulus of war-time production—amaz- 
ing new features for the Grand Range 
of tomorrow. And when the last shot 
has sounded on the firing line and it's 
time to start building implements of 
peace again—we’'ll be ready. For, 
behind the lines, we've got the range. 


When Peace Comes, It Will Be GRAND 


Grand Gas Ranges 
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Post War Boom Coming 


says Economist 


66 HEN this war is over, I’m 

W coine to hire a bodyguard and 
become an automobile salesman,” de- 
clares E. D. Kennedy in the New 
Republic. “This bodyguard will be 
needed to protect me from _ being 
trampled in the rush of customers. 
He will also come in handy when I 
have to explain that deliveries cannot 
possibly be made inside of six or 
eight months I could sell radios 
or electric refrigerators or vacuum 
cleaners or any one of several other 
items of more or less durable con- 
sumer goods.” — 

The American public will come 
out of this war with more money than 
it has ever before possessed. The 
longing in its soul will be matched 
with the folding money in its hands. 

How can we pay the enormous 
cost of war and have anything left 
over when the war is over? But the 
more enormous the cost, the longer 
the war, the more we shall have left 
of this determination. For there are 
two “we’s” involved in the problem. 
There is We, the Treasury; there 
is also We, the People. To the Treas- 
ury the war is a source of great ex- 
penditure. To the people the war is 
a source of great income. For what 
the Treasury spends is what the people 
get. 

It will be argued that this distinc- 
tion between the Treasury and the 
people is artificial. For the Treasury 
must get its money from the people 
and the people therefore cannot profit 
from its disbursements. The Treas- 
ury may play Santa Claus but the 
Department of Internal Revenue fol- 
lows it down the chimney and steals 
the tree. 


No Cash-and-Carry War 


This proposition is true enough, but 
only over a period of many years, 
if we are talking of the money in- 
volved. But we are not fighting this 
war on a cash-and-carry basis. Let 
us say that in 1942 the Treasury will 
spend $30 billion—a very modest as- 
sumption. Let us suppose that taxes 
will come to $10 billion. For the time 
being, at least, We the People are $20 
billion ahead on the exchange. The 
Treasury makes up the difference by 
borrowing. But it does borrow nearly 
all of that from the consuming public. 
It borrows from banks and other 
malefactors of great wealth. The dear 
old public has $30 billion coming in 
and only $10 billion going out. 
Ultimately—but very ultimately—the 
Treasury will catch up with the cus- 
tomers. The government will come 
out of the war with an ungodly debt. 
High taxes will be needed to pay the 
debt interest and to whittle down the 
principal. The taxes will not be 
nearly so high as they are now. But 
they will be much higher than they 
were before the war. But this circum- 


JANUARY, 


stance is not going to occur to our 
customer next Armistice Day. He is 
not likely to forego this year’s car on 
account of next year’s taxes—and cer- 
tainly not on account of taxes which 
his children and grandchildren may 
have to pay. 





Look at the Record 


History doesn’t always repeat itself 
but it rarely shows much originality. 
The boom during and after the First 
World War was caused by the large 
amounts of money pumped into the 
economic system. Now we are pump- 
ing several times as much money and 
ought to get several times as much 
boom. We are in a harder war now. 
And we are not coming in on the 
tail end of it. There is every possi- 
bility that the Treasury will have to 
spend as much as $200 billion before 
the war is over. Such an outlay is 
equivalent to giving more than $1,500 
to every man, woman and child in the 
United States. Not more than one- 
third of this amount wil! come back 
in taxes. 

A good many persons will manage 
to get rid of their money in some 
manner. But what the spendthrifts 
will squander, someone else will save. 
If the warworker indulges in the pro- 
verbial $10 shirt, the haberdasher is 
bound to profit. There is no way of 
demolishing money short of lighting 
cigarettes with it, unless we have a 
depression and the banks call their 
loans. With so much money in circu- 
lation, an economic high blood pres- 
sure is certain to result. 

At this moment, the ability of the 
public to spend its money is being 
forcibly restrained by the administra- 
tion. In the first place a great many 
luxury articles cannot be bought for 
the reason that they cannot be manu- 
factured. In the second place, a price 
ceiling—even though it is a somewhat 
leaky price ceiling—has been estab- 
lished on nearly all types of manufac- 
tured goods. However, it is almost 
impossible to prevent some inflation 
in a democracy for the reason that 
the inflationists have nearly all the 
votes. 

The coming of peace will also 
produce what might be called an in- 
flationary state of mind. There will 
undoubtedly be a hot time in the old 
town that night. And the very es- 
sence of a hot time is the spending 
of money, even if restrictions on prices 
will not be removed at once. Not 
that the spending will be foolish 
spending. For instance, it is now 
almost impossible to build such a 
simple and essential item as a house. 
It may not be possible to build any 
houses for several years to come. 
Thus a thoroughly legitimate demand 
for houses is being generated and 
when peace comes this demand will 
be satisfied. 
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Power—Giant Arm of Production 





LECTRICITY is the mainspring that 

turns the wheels of our factories, mills 

and mines. It is the tireless arm that 
grinds our grain, weaves our cloth, pumps our 
water, builds our planes, our guns, our ships, 
our cars, our trucks and tanks... 

‘he mighty Pharaohs had less energy at their 
disposal in building their pyramids than is gen- 
erated today by one single power plant. The 
combined capacity of America’s central power 
systems is without parallel in the history of the 
world . 46 million kilowatts, i.e., 65 million 
horsepower in hydro turbines 
and other prime movers. That is more power, day 
in and day out, 


steam turbines, 


than 650 million slaves could 
1 limited time — minutes in fact. 

he capacity of this vast fountain of energy 
is beyond the grasp of the average man who 
flips a switch and sets in motion machines that 
perform the labor of a thousand man hours in a 
matter of minutes. Perhaps only the old time 
farmer, whose traditional source of power is a 
team of tired horses and a pair of calloused 
hands, knows how to appreciate this commod- 
ity that is so vital an ingredient of everything 
we consume and use. 

Yes, we take electricity for granted. We ex- 
pect it to appear in unlimited quantities, like 
water and air, as we need it. Almost as essential 
as these two elements in times of peace, it be- 
comes a matter of life and death in times of war. 
Industry would collapse without it and the 
nation would quickly perish. 

With the catastrophe of Pearl Harbor a little 
over a year age came the realization that we 
had to out-produce our enemies. ‘To out-produce 
our enemies, who had a seven year head start, 
meant to turn more wheels than they were turn- 
ing and to turn them faster than they were 
turning them 


produce fol 


New plants sprung up overnight. Production 
increased beyond our wildest dreams. Aircraft 
ind shipbuilding surpassed the most daring 
rorecasts 


gTew = 1 


I'he machine too! industry’s output 
volume that bordered on the miracu 
lous. Guns, shells, uniforms, shoes, tanks and a 
thousand other items were being made in hith- 
erto undreamed of quantities. All of them have 
one common essential ingredient—power. Indus 
more and more power! 

It is no small tribute to the power industry 
that, while other raw materials developed short 
ages necessitating strict priorities control, elec- 
tricity remains unrationed 


try demanded power 


no priorities, no 
curtailments, no rate increase. Current indus- 
trial consumption 1s running 16 per cent over 
1941 and 50 per cent over 1940. Not spectacular 
perhaps but when we consider that the nation’s 
26 million consumers utilize only 
about 14 per cent of the energy output, we 
begin to get some idea of industry’s power 
consumption 

Our power companies might have been 
stunned by the prospect of mounting demands 
for kilowatts. Instead they set about develop 
ing and coordinating a multiplicity of relatively 
small and seemingly unrelated factors. Indi 
vidually or even collectively, these have not 
been of a spectacular nature. Certainly they 
have not inspired the award of the Army-Navy 
E although they are an essential ingredient in 
every Army-Navy E that has been awarded to 


domestic 
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Ninety Per Cent of American Industry Is Electrified 


American industry. 

The contribution of the power industry to 
the winning of the war is not likely to flame 
forth in newspaper headlines. It takes the more 
prosaic turn of portraying an industry that is 
doing wonders quietly, unobtrusively. 

At the close of the last war the power at the 
disposal of the American industrial worker 
averaged 3% horsepuwer. At the beginning of 
this war, twenty years later, it had increased to 
612 horsepower. ‘What other nation can even 
approach that figure? This large provision of 
power is the achievemeat of the electric utility 
industry. For years it had built and applied its 
equipment to the highest standards of perform- 
ance and operated its systems to equally high 
standards of service and dependability. Always 
recognizing that “public service is a public 
trust” it had maintained wide margins of se- 
curity in performance. ‘Today these margins are 
the source of the power industry’s ability to rise 
to the emergency. 

In short, the electric utilities were prepared! 

Power men are accustomed to looking ahead, 
to prepare for growing loads and allow for un- 
foreseen contingencies, for electricity cannot be 
stored. It is “ordered” by touching a switch. It 
is delivered and consumed at the same moment. 

Months before the actual outbreak of hostil- 
ities foresighted power men set to work com- 
puting how much life of equipment could be 
risked in the process of crowding it toward 
greater output. Generators, boilers, turbines, 
cables, transformers and even conductors un- 
derwent close scrutiny in an effort to increase 
the load—safely. ‘They figured, they experiment- 
ed, they tried untried measures. 

Insulation, for example, is the crux—the 
least known component of electrical apparatus. 
When it lets go the service suffers. It is not 
easy to know how near any bit of crucial insula- 
tion is to letting go. It takes courage to work 
it to a point just short of failure . . . but that is 
exactly what is being done today. 

Technological forcing of equipment, how- 
ever, is not all of the story. Obsolescent equip- 
ment has been rehabilitated; salvage has been 
intensified; critical metals have been replaced 
by non-critical materials; water sprays, air-blow- 
ers and other cooling methods have been in- 
stalled to keep over-loaded apparatus from over- 
heating. Nothing has been overlooked. Ingenu- 
ity has contrived the well nigh impossible. 

Hand in hand with these measures of ex- 
pediency have gone measures of intensification. 
Hiydrogen pressure for cooling generators has 
been stepped up from ounces to pounds taking 
more heat away from the machines and ena- 





This is the seventh of a series of editorials 
appearing monthly in all McGraw-Hill 
publications, reaching more than one 
and one-half million readers, and in 
daily newspapers in New York, Chicago 
and Washington, D. C. They are de- 
dicated to the purpose of telling the 
part that each industry is playing in the 
war effort and of informing the public 
on the magnificent war-production ac- 
complishments of America’s industries. 
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bling them to carry greater loads. Capacitors— 
little more than aluminum foil interleaved with 
thin paper—have been appiied by the carload 
relieving the systems of that mysterious reactive 
current which is associated with that equally 
mysterious power factor. ‘They have performed 
wonders in avoiding the need for additional 
generating and transforming equipment. The 
use of portable sub-stations has averted the 
otherwise necessary reserve capacity in fixed 
installations at many points. 

When coal was placed on the urgent list last 
spring the electric utilities outstripped all other 
industries in providing storage for the winter. 
Stocks on hand the first of October were sufh- 
cient for 105 days, or more than twice what 
would be considered adequate in times of peace. 

When staff losses to the armed forces became 
serious, power companies contrived measures 
that enable them to get along without aggra- 
vating the national manpower situation by hir- 
ing others to replace them. Today meters are 
being read every two or three months instead 
of monthly; women aze being trained to do 
drafting, keep the logs in power plants and 
sub-stations and to test meters in shops and 
laboratories. 

On the summit of “Grandpa’s Knob”, a 
mountain overlooking Rutland, Vermont, stands 
a giant windmill that would have been the 
delight of Don Quixote. Towering 200 feet 
above the tree tops its mighty 175 foot pro- 
peller turns with the wind and drives a 1,000 
kilowatt generator which feeds its output into 
the Central Vermont Puolic Service Corpora- 
tion’s power system . the most ambitious 
wind-turbine-generator in the world, and a 
daring experiment of forward-looking men. 

‘Today everything electrical is being tried; is 
being worked harder than it has ever been 
worked before. 

Great credit is due the men behind the 
electric power industry. These men have recog- 
nized the responsibility of their jobs—it is a part 
of their very being. Theirs is the kind of service 
that must be maintained. No soldier is truer 
to his trust than is the employee of this great 
industry. 

The service must go on! No matter what 
happens—acts of God or deeds of men—the 
service must go on! Labor disturbances may 
disrupt other industries but there have been 
no shutdowns due to labor trouble in electric 
power plants since Pearl Harbor. 

And this winter when blizzards pile up drifts 
and sleet makes pavements slippery there may 
be absenteeism from other plants but the util- 
ity employees will be on the job ready to climb 
the ice-covered poles and repair the ice-laden 
lines whenever the call comes. 

In this war the least costly yet the most 
precious element of production — electricity — 
will be ever ready to “man” the machines that 
will produce the weapons that will give victory 
to the forces of freedom. 


President, McGraw-Hill Publishing Company, Inc. 
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SAMUEL S. VINEBERG 


Vineberg Resigns 
from Buffalo League 


BUFFALO, N. Y.—R. W. Mitchell, 
president of the Electric Association of 
the Niagara Frontier, Inc., has announced 
the resignation of Samuel S. Vineberg, 
manager-secretary, for the past sixteen 
years, of the Electric Association to take 
effect on December 1. Mr. Vineberg has 
accepted the position of plant engineer 
with the Morrison Steel Products Corp., 
601 Amherst Street, which company is 
now entirely occupied with war produc- 
tion 


and in peacetimes is prominently 

identified with the air conditioning in- 
dustry 

Mr. Vineberg came to the Electric 


Association in 1926 after serving in the 
capacity of industrial engineer with the 
Winnipeg Hydro Electric Association 
during the preceding six years. He grad- 
uated as an electrical engineer with the 
degree of B.Sc. from McGill University 
in 1921. 


“POP” ROSEVEAR DIES 
PHILADELPHIA—Reginald Rosevear, 


Sr., sales counsellor and former sales 
executive of the electric equipment indus- 
try, died on November 26, at the Nor- 


mandy Hotel, in Philadelphia. He was 
63 years old. 

Mr. Rosevear was a native of Corn- 
wall, England. He came to this coun- 


try as a young man and began his sales 
promotional career with the General Elec- 
tric Company in Waterbury, Conn., and 
later became a writer on sales promo- 
tional subjects. 

From 1928 to 1931, he was prominent 
in the development of the Home Service 
Department of the Philadelphia Electric 
Company. Since 1931, he spent much 
time as adviser to sales promotional 
executives and in reorganizing the sales 
departments of business and industrial 
plants throughout the East. 

He is survived by his wife, Ruth, and 
several brothers and sisters. He was a 
Mason. 
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Westinghouse 


_ Announces New Radio 


Program 


MANSFIELD, OHIO—The Westing 
house Electric & Mfg. Co., plans to bring 
to Americans everywhere who are working 
extra hours and extra hard, a Sunday 
afternoon radio program, designed to pro 
vide an interim of relaxation which will 


‘make daily war production jobs easier. 


The program starts Sunday, January 10, 


2:30 to 3 p.m., over the full NBC net 
work, originating in the New York stu 
dios. 


Outstanding feature of this program is 
the absence of commercial announcements 
at the beginning and the end 

The program is planned to bring to its 
listeners a carefully selected array of fa 
miliar music, with John Charles Thomas 
acting as master of ceremonies and soloist. 
Working with Mr. Thomas will be Mark 
Warnow and his 38 piece orchestra and 
Lyn Murray and his 16 male 
voices. 


chorus of 

Each broadcast will have a dramatic in 
terlude by John Nesb:tt—the voice on the 
“Passing Parade” movie shorts—in which 
Mr. Nesbitt will tell a story about some 
outstanding and interesting contribution 
which the electrical industry is making t 
our country’s all-out effort in winning 
this war. 


‘New NEMA Drive to Speed 


Refrigerator Parts Salvage 


\ promise to continue to do all in their 
power, consistent with the interests of the 
war effort, to provide refrigerator repair 
parts, is made by Charles R. D’Olive, 
Chairman, Household Refrigerator Sec- 
tion of the National Electrical Manufac- 
turers’ Association in announcing a new 
drive urging dealers to speed up the sal- 
vage of old parts in accordance with the 
instructions for return issued by the in- 
dividual manufacturers. 


Delays Inevitable 


Among the manufacturers there is a 
definite feeling that while the repair part 
situation is going to continue to be criti- 
cal, nevertheless the close cooperation of 
dealers with manufacturers in returning 
defective parts will cut down the delay 
in satisfying customer needs. It is recog- 
nized at the time, however, 


same that 
there are bound to be delays, not only 
because WPB has found it necessary 


materials 
also be- 
of retail 
in most 


to limit the amount of critical 
available for repair parts, but 
f the acute shortage 
personnel that exists 


cause of 
Ssery ice 
areas. 
Many dealers have already felt the 
pinch of lack of service personnel. Some 
are attempting to relieve the situation by 


Eureka's "Miss Victory" Candidates 








Year's big thrill for Eureka Vacuum Cleaner Co.'s five "Miss Victory" candidates was per- 
sonal congratulations by Brig. Gen. P. X. English, Chief of the Industrial Div., Chemical 


Warfare Service. 
to award the company its Army-Navy "E”’. 


1943 


The event took place at the Eureka plant while Gen. English was there 


training women and older men. At the 
same time this situation was developing, 
manufacturers found themselves limited 
by WPB orders on the amount of repair 
parts they could build. At present each 
manufacturer requests permission of 
WPB every 90 days to build what he 
considers an adequate stock for the next 
quarter-year. Once the WPB approval 
is obtained, however, the manufacturer 
still has to get materials and get his 
factory in motion to build the approved 
quantity. So it is natural that the con- 
sumer frequently experiences service de- 
lays. 


New Service Folder Available 


Another feature of the NEMA pro- 
gram is the publication of a new folder, 
“A Statement to the Women of America 
from the Electric Appliance Industry.” 
It is intended for use by the retailer’s 
service man with his customers in cases 
of unavoidable service delays. This 
folder, which will be supplied by manu- 
facturers to their servicing dealers, ex- 
plains briefly the shortage of materials, 
the difficulty of supplying new parts, and 
the shortage of service manpower. Point- 
ing out that this is a situation no one 
would change, even if we could, since 
sacrifices are necessary to win the war, 
the folder asks the customer’s indulg- 
ence should he encounter delays in getting 
his appliance serviced. Space is 
able for the dealer’s imprint 


avail- 


New NEMA 
Lighting Section 


The problems of better lighting in both 
manufacturing and service industries to 
meet wartime demands for increased pro- 
duction, improved products and greater 
safety and comfort for workers will be 
studied by the newly organized Indus- 
trial and Commercial Lighting Equip- 
ment Section of the National Electrical 
Manufacturers Association, according to 
an announcement by its chairman, E. C. 


Huerkamp, manager, Lighting Sales, 
Westinghouse Electric & Mig. Co., 
Cleveland, Ohio. 

‘By combining the two NEMA Sec- 
tions dealing with industrial and com- 


mercial lighting equipment into the new 
Section, we hope to develop ways and 
means of making the ‘lighting tool’ more 
easily available and thus provide a better 
service to industry and the war produc- 
tion effort,’ Mr. Huerkamp declared 


A. F. Wakefield, vice president, The 
F. W. Wakefield Brass Co., is vice 
chairman of the NEMA Section and 
Frank J. Martin, of NEMA, 1s the re- 


cording secretary. 
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The American kitchen—the heart of the home. 


**« When women were urged “to get out of the 
kitchen” it was merely to suggest that by better, 
more efficient and economical equipment they 
would have time to explore the rest of the home 
and have added leisure. *** Well, we helped a 
lot in that era, processing formed steel sinks, 
steel kitchen cabinet equipment, metal refrig- 
erator stampings for the American way of living. 
So after Uncle Sam has arranged the Peace, we 
intend to continue to explore. It might not nec- 
essarily be back to the kitchen for us, but with 
what we have learned at American Central, and 
with what we intend to remember after our tre- 
mendous war effort, we know it should be of 
great value to the new American Home. The victo- 


rious peace will find us still serving in a Big Way. 


So- = 
“~ACAN CE >, 
o Ey, 


o 
‘5 As 
ce 


% 


4 


“0, a 
me TION % 


“ 
RING co 


AMERICAN CENTRAL 


MANUFACTURING 


ORNKEEReSe Ving kt BoB * See Ke 


PAGE 54 


KITCHEN 


WAY 


CORPORATION 














Crosley Corp. 


Ellis Travers has been appointed di- 
rector of advertising and public rela- 
tions for the manufacturing division of 
The Crosley Corp. of Cincinnati, it was 
announced recently by R. C. Cosgrove, 
vice president. 





ELLIS TRAVERS 


For the past nine years, Mr. Travers 
has been vice president of Ruthrauff & 
Ryan in New York and in Detroit, where 
he was in charge of that agency’s office. 

Prior to his advertising agency experi- 
nee, Mr. Travers was director of ad- 
vertising and assistant sales manager of 
Nash Motors at Kenosha, Wisconsin. He 
was with Nash for fifteen years. 


G-E Radio, Television, and 
Electronics Department 


D. W. May, formerly sales manager 
f the Metropolitan Distributing Branch 
f tl General Electric Co. covering 
metropolitan New York and _ northern 
New Jersey, has been named eastern 
regional manager of the receiver divi- 
sion of the General Electric Radio, Tele- 
vision and Electronics Department, ac- 
cording to Arthur A. Brandt, sales man- 
ager for the division. In his new assign- 
ment, Mr. May will direct the sale of 
G-E radio receivers and renewal tubes 
in the eastern region. 





D. W. MAY 


Mr. May entered the radio business in 
1920 when he became a radio distributor 
covering northern New Jersey. 

Mr. May joined General Electric in 
1935 as district sales manager with 
headquarters in New York City. In 
1938 a radio distributing branch was 
opened by the Radio and _ Television 
Dept. of General Electric, with Mr. May 
as manager. In 1940 the radio branch 
was merged with the metropolitan dis- 
tributing branch of the Appliance Mer- 
chandising Dept. and Mr. May became 
sales manager for the branch on G-E 
radios, vacuum cleaners, and automatic 


ee 
hianlet 
Nallnets 


K. C. Electrical Association 


The new executive secretary of the 
Electric Association of Kansas City is 
Harry E. Moore. He succeeds G. W. 
(Jerry) Weston, who has moved to 
Washington, D. C., and is now the as- 
sistant manager of the Electrical Con- 
tractors’ Association. 





HARRY E. MOORE 


Mr. Moore comes to the association 
with a background that especially fits 
him to take over the executive duties, 
having been connected with the Kansas 
City Power and Light Co. for the ‘past 
15 years in sales and service executive 
positions. Prior to that time, he was 
engaged in the electrical contractor 
business. 


G-E Lighting 


Transier of Dean M. Warren, in charge 
of technical publicity at General Electric’s 
Nela Park, Cleveland, to Empire Division 
of the firm’s lamp department at Buffalo 
was announced recently at Nela Park 
headquarters 

Warren will devote full time to war- 


area. 

Widely recognized as a leading author- 
ity on commercial and industrial lighting, 
Warren has for many years been in con- 
stant demand not only as a consultant 





DEAN M. WARREN 


but also as a speaker on programs spon- 
sored by business and factory groups. 


Schick Incorporated 


K. C. Gifford, vice-president in charge 
of sales and advertising, has been elected 
president and general manager, and a 
director of Schick Inc., Stamford, Conn. 
He was also named president and di- 
rector of Schick Service, Inc., operating 
thirty-seven service stations in principal 
cities throughout the United States and 
Canada. Ralph Cordiner, former presi- 
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dent, has joined WPB in charge of pro- 
duction scheduling. 

Schick Inc., manufacturer of electric 
shavers, has been, for some time, de- 
voted to the production of precision war 
materials. 

In addition to Mr. Gifford, two new 
directors, Wallace Clark of Washington, 
D. C., and Paul E. Holden of Palo Alto, 
Calif., were added to the Board. 

The new president of Schick Inc. has 
been vice-president in charge of sales 
and advertising for the past three years. 
Born in South Dakota, Mr. Gifford at- 
tended grade schools in Pierre, South 
Dakota, and later worked his way 
through the University of South Dakota. 
His schooling interrupted by World War 


K. C. GIFFORD 


I, Mr. Gifford joined the Army and 
completed his education at the University 
after the war. 

After three and a half years in business 
in Nebraska, Mr. Gifford in 1925 joined 
the Toastmaster division of the McGraw 
Electric, Company as a salesman. He 
was made manager of the Chicago office 
of that company in 1926, and in 1932 
advanced to the position of general sales 
manager with headquarters in Minne- 
apolis. 

He remained with Toastmaster for 
fifteen years, resigning three years ago 
to accept the position of vice-president 
in charge of sales for Schick. His pro- 
motion to the presidency resulted from 
his excellent sales record since joining 


Schick. 


The Electrical Association of 
Philadelphia 


A. L. Hallstrom, vice president of 
Graybar Electric Company, Inc., was re- 
elected to the presidency of the Electrical 


Magnesium tracer bullets provide a 
deadly light for the fighting eyes that 
must see at night. With the making of 
these lethal messengers, Chrome! has 


something to do. Wide spread, on the 4 , + mi * 
a war production front, this original nickel- Pa! Oo <s K f mY! Ss 
chromium resistor fills many jobs, which _ = TN Vv 
gives us solemn satisfaction. But finer CS rt a Oo fei E L 
A. L. HALLSTROM = 


will be the satisfaction of us all when 
Association of Philadelphia for 1943. Chromel heating elements will again be 


WW i 
This will be the fifth consecutive one- available for peace-time use and con- WA 2 #2 Ee 
year term to be served by Mr. Hallstrom. ss 
The other officers also re-elected to venience. . . . Hoskins Manufacturing 
serve in 1943 are: vice president, Howard P i ais 
L. Miller, president, Utilities Engineering Company, Detroit, Michigan. 
Company ; treasurer, Philip H. Ward, Jr., 
president, Ward Electric Company; sec- 
retary, Robert J. Moran, Chief of Elec- 
trical Department, Middle Department 
Rating Association. 
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AVAILABLE _ Now! 


SALEABLE_Now! 


NO PRIORITY NEEDED 





as long as 
present supplies last 


There's no need to have your lighting- 
fixture sales “blacked out”. Substantial 
stocks of popular SILVRAY “Vision 
Aid” and “Sight Saver” units are still 
available . . . without priority .. . at 
last year’s prices ... as long as our pres- 
ent stocks last. All are smartly styled, 
appealing particularly to home owners 
and small commercial establishments. 
All are scientifically designed for high- 
efficiency indirect lighting, using Sil- 
vered Bow] Mazda Lamps. 
Outstanding among the available 
units are the models shown here. For 
a full list of types and sizes ready for 
shipment without priority, check 
NOW with your local GRAYBAR office, 
or write to Dept. SL, Graybar Electric 
Company, Graybar Bldg., New York. 







While 
they Last 
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AIR MAIL 


THIS COUPON Graybar Electric Co., Dept. SL 
FOR Graybar Building, New York 
DETAILS ‘s 


Yes, please send bulletins and price list on available 


SILVRAY units. () Reserve me a FREE display. 
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Pacific Coast News 


San Francisco will hold its Western 


| Spring Market February 1-6. Included 
| in the events is the Western Radio and 


\ppliance Show, with a trade dinner 
planned for Wednesday evening. Theme 
of the event is “Staying Power,” with 
emphasis on replacement merchandise 


« + x 


Saviers of Reno, Nevada now adver 
tise home furniture, as well as electrical 
appliances 


+ * * 


“HELP WANTED—935,000 men 
needed to carry on essential war work in 
Los Angeles”—this is the way the Los 
Angeles Bureau of Power and Light 
dramatizes the service rendered by ele 
tricity to the local war program. 


* ” - 


\ number of Portland, Oregon, deal 
ers report that they manage to keep 
going by dividing their time between 
their stores and the shipyards 


* * * 


One Oregon dealer suggests that ele« 
tric clock manufacturers would do well 
to place a decibal rating on the name- 
plate of, alarm clocks. War workers 
vant to know how loud the alarm sounds 
betore they buy it. 


* * * 


\t the close of a half page ad devoted 
to imstructions tor changing fuses, the 
City Light of Seattle adds “Please take 
defective lamps, cords or appliances to 
your neighborhood electrical repair shop 
before you attempt to use them again.” 


* * * 


\ tree booklet entitled “Wartime Tips 
on the Care and Use of Your Electrical 
\ppliances” is being distributed on re- 
quest to customers of the Utah Power 
and Light Company. The utility adver 
tises the booklet in the newspaner and 
asks those wishing copies to call in at 
any company store. 


o ” * 
Talking before the Electrical League 


of Salt Lake City, Richard Wolters, Salt 
Lake electrical inspector congratulated 


the electrical industry on its aid in cutting 
down the city’s clectrical fire hazard. 
He paid particular tribute to the work 
of the Utah Power and Light Company 
and to the fact that most electrical 
dealers have refused to stock cheap 
appliances 


* ” ” 


By pre-assembly of circuits and pre 
cutting openings at the mull for switch 
boxes and bracket lights, as well as nu- 
merous other short cuts, the Idaho 
Lumber and Hardware Company of Po- 
catello, Idaho, has succeeded in cutting 
down the time for installing the wiring 
in contract homes under construction for 
the FHA in Ogden, Layton and other 
Utah sites to a matter of from fifteen 
to twenty minutes per circuit. 


* * * 


The Utah Valley Electric Company of 
Provo, Utah, is now the Utah Valley 
Furniture and Electric Company, with 
enlarged quarters. Ernest Salenno and 
C. D. Sessions are co-owners and man- 
agers 


- + * 


Reed Roberts Smith, manager of the 
Smith Electric Company of Ogden, Utah, 
died recently in that city of an attack 
of asthma suffered after a hunting trip. 
Mr. Smith was a director and past presi- 
dent of the Ogden Electrical League and 
a past vice president of the Mountain 
States Electrical Association 


* * * 


Thirty-five men and five women have 
enrolled in the Salt Lake City course 
in appliance repair work now being given 
as part ot the adult education program 
under the auspices of the Salt Lake City 
Board of Education. The course, which 
was planned by a committee of the 
Electrical League, will run eleven weeks, 
five nights a week—a total of 165 hours 
of instruction. Appliances used in train- 
ing the students are furnished by Salt 
Lake City electrical jobbers and dealers 
and by the Utah Power and Light 
Company. 

7 « ” 


Barber's Stores of Albuquerque, New 
Mexico recently sponsored a cooking 





Mixmaster Radio Station 


The boys and girls who used to make Mixmasters are now supplying radio talent for a 
“home made” station that pipes entertainment all over the Chicago Flexible Shaft Com- 
pany, A. E. Widdifield reports to Electrical Merchandising. Under Bill Wright, head of 
personnel department and Martin Siik, head of the radio committee, a troupe of 78 
performers had been found in the factory who can do things. These programs have 
been going on for eight months, and recently the whole group moved out to Chicago's 


municipal pier for the entertainment of sailors. 


from the experiment. 


Several near-professionals are emerging 


JANUARY, 1943—ELECTRICAL MERCHANDISING 











Frigidaire Gets Army-Navy "E" 


Ten thousand employees and guests attended the presentation ceremonies when the 
Army-Navy E was awarded Frigidaire for achievement in production of war equipment. 
Major General T. J. Hayes, (left) Army Ordnance Dept., made the presentation; Frigid- 
aire's general manager, E. G. Biechler, (center) accepted the award for the management 
and Lem Markland, president of the local union, accepted on behalf of labor. Pins were 
presented to the employees by Captain D. Royce of the U. S. Navy. 


school featuring the wartime program of 
nutrition. The Sanders Electric Com- 
pany contributed the electric refrigerator 


which was used in the program. The 
school was run in two groups, each of 
them repeated. The first ran at the 


Lobo Theater from November 23-27 and 
from December 1 through 4, while the 
second school was held at the Kimo 
Theater, December 8-11 and 15-18. Mrs. 
Ruth Carman directed the programs. 


- 

Under the leadership of the Pacific 
Coast Electrical Association, electrical 
dealers of Los Angeles have cooperated 
with the local office of the U. S. Employ- 
ment Service in a program of trainine 
electrical appliance repair workers. Two 
test schoois started November 30 at the 
Frank Wiggins Trade School and at 
Huntington Park High School. Women, 
older men and physically handicapped 
make up the two groups. 

a x +. 


Recently appointed publicity represen- 
tative for the General Electric Company 
in the Pacific district is J. A. Courlette 
He will cover California, Arizona and 
a portion of Nevada, with headquarters 
in San Francisco. 

* + * 

A. Stewart 
Harper-Meggee Inc., 
ance firm of Seattle, 
ommissioned a Lieutenant in the Naval 
Reserve. He served as radio operator 
in the Navy during the first World War. 


* aa 


Carter, vice president of 
wholesale appli- 


Wash., has been 


Stanley F. Griffith, until recently com- 
mercial manager of the Sterling district 
of the Public Service Company of Colo- 
rado, has been appointed edftor of “Lines” 
employee magazine, working under 
Frank R. Jamison, director of publicity 
and advertising. He succeeds A. M. 
Rowley, now a captain of artillery. 

~ mK a 


Patrick Johnson, general sales manager 
of the Puget Sound Power & Light Com- 


pany since 1937 has recently beens ad- 
vanced to a vice presidency. Samuel S. 
McFadden, vice president of the com- 


pany since 1930 becomes executive vice 
president, filling a position which has 
been vacant since the retirement of Wm. 
H. McGrath in 1937. 


. 


They're in 
the Army Now 


John H. Hurley, president of the Elec 
trical Household Utilities Co., is now a 
captain in the U. S. Army service of 


supply. E. N. Hurley, Jr., 


chairman of 


the board, will assume his duties. 
* 7” a” 
L. L. (Lou) Nielsen, Maytag’s adver- 
tising manager left Newton, Iowa for 
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ating 


active duty 


Fort Leavenworth, Kansas last August; 
later Lou was transferred to Kearns, 
Utah, and then to Fort Logan, Colo. 


* * * 


W. C. (Chuck) Traylor, former man- 
ager of Loveman’s electrical dept., Chat- 
tanooga, reported for duty as a_ chief 
petty officer in the naval reserve in Nash- 
ville, Tenn. Prior to coming to Chat- 
tanooga Mr. Traylor served in the Navy 
for seven years. 

ms 


Willard C. Brown, lighting expert at 
G-E’s Nela Park, Cleveland, and past 
president of the I.E.S. reported for duty 





W. C. BROWN 


at the Navy Dept. Washington D. C. re- 
cently. He will serve as Commander, 
Supply Corps., U. S. Naval Reserve. 
W. G. Darley has been appointed to take 
his place at Nela Park. 


* * * 
L. C. Long, major appliance buyer for 
Rich’s department store, Atlanta, has 


enlisted in the Army. His duties are be- 
ing taken over by W. E. Brown, who 
will also manage the housewares depart- 
ment. 


* * * 


A major’s commission has attracted 
G. B. (“Jerry”) Schuyler into the Army 
for the duration. Jerry left Apex Elec- 


trical Mfg. Co., Cleveland to report. 
* « * 
Glen H. Franks, for more than a 


decade in the sales department of Altorfer 
Co., Peoria, has accepted a lieu- 
tenancy, senior grade, in the Navy. 


Bros. 


* * * 


Wm. B. Henderson, executive vice 
president of Air Conditioning & Refriger- 
Machinery Asso., Washington, 
has been ordered to immediate 
as a Lieutenant in the U. §S 
Reserve according to Charles EF. 

president of the Association. 


mm <.. 


Naval 
Wilson, 


1943 





“Thanks, Mister!” 


He’s thanking you, Mr. Dealer .. . this Marine, somewhere in 


the stifling, humid Southwest Pacific, winning a battle against 


three Jap bullets. 


Yesterday the hours were dreary and endless. The heat— 
added to the misery of being weak and helpless—seemed al- 


most too much for him to bear. 


Today, however, things are different. This morning an 
| orderly placed a newly arrived R & M Fan where its fresh, 
soothing breeze chased away the stagnant, choking air. His 
spirits are soaring, now. His outlook is bright. He’s taken 
a new lease on life. And he has you to thank for the fan you 


might have sold, if it weren’t for the war. 


All of our fan production, these days, is reserved for vital 
jobs like this one, in military hospitals and on shipboard. 
That’s why there won’t be any more for civilian use . . . for 
the duration. We wouldn’t have it any other way—and we're 


sure you wouldn’t, either! 


ROBBINS & MYERS - INC. 


SPRINGFIELD, OHIO « Branch Offices in: 


NEW YORK, 200 Varick St. CHICAGO, 2400 W. Madison St. PHILADELPHIA, 401 N. Broad St 
KANSAS CITY, 2105 Grand Ave. NEW ORLEANS, 500 Comp St. DALLAS, 1100 Cadiz St 
SAN FRANCISCO, 237 Rialto Building 
THE ROBBINS & MYERS CO. OF CANADA, LTD., Brantford, Ont. 


, 


This advertisement does not imply endorsement of our product by the armed forces. 
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IT SWABS EVERYTHING 
Except the Deck 


The boys and the ships of our Navy are notoriously clean. 
\ good many of them have Blac kstone Washers aboard. 
If they didn’t, some smart sailor would probably smuggle 
one up the gangplank in his sea bag. In this kind of serv- 
. Blackstone Washers put in long hours of over-time 
rab the heaviest kind of wash. Like the Navy, they come 
through with colors flying every time. 
But these machines serving our armed forces were built 
long ago. Now we're doing war work of a sterner nature 
—to speed the day of Victory. When it comes, we'll again 
build—the Finest Washer Money Can Buy. 


XK Naval Secret until Hitler and Hirchito are all “washed up”, then we'll talk. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


1 Division of Jamestown Metal Equipment Co., Inc. 














BLACKSTONE 


PRODUCT 
lilt lie Bmela Titan it Ts. manvsacruace 
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MANUFACTURER'S SALES HELPS 
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REFRIGERATOR 


These three booklets compiled by Kelvinator to meet the refrigeration-service emergency 


will be available to appliance retailers this month. 


KELVINATOR 


Recognizing the important current need 
to train thousands of new emergency 
refrigeration-service men to meet the 
impending manpower-shortage crisis with 
which the refrigeration industry is faced, 
the Kelvinator Division of Nash-Kelvina- 
tor Corp. has compiled a new manual 
designed to provide dealers with a sim- 
plified means of efficiently training the 
many people who will be needed to keep 
the nation’s refrigerators going for the 
var ation. 

‘alled “Simplified Training Course for 
Re frigerator Service Men,” the new book 
is being made available this month to 
all appliance retailers 

“Simplified Training Course for Re- 
frigeration Service Men” is written from 
an industry-wide standpoint rather than 
from a Kelvinator standpoint alone, and 
as such covers service on electric re- 
frigerators in general rather than serv- 
ice only on the company’s own products. 

Created principally for training people 
who have had little or no experience serv- 
icing electric refrigerators, the manual is 
written in such a way that men who are 
more used to working with their hands 
than with books can easily grasp its 
contents. It is simply-written, highly 
pictorial and short, reflecting the com- 
pany’s practice of providing retailer helps 
written on the basis of practicability and 
usability in the field. 

The manual is pocket-size and treats 
in detail twelve broad subjects covering 
theory as well as service procedure. The 
twelve subjects are 


1. Principles of Refrigeration 
2. Theory of Refrigeration 


3. Refrigerants and Their Character- 
istics 

4. Compressors 

5. Condensers and Liquid Receivers 

6. Float Valves 

7. Expansion Valves 

8. Temperature Controls 


9. Motors 

10. Installation Procedure 
11. Sealed Unit Systems 
12. Household Cabinets 


In addition to this manual, Kelvinator 
is also providing a thumb-indexed book 


called ‘“Trouble-Shooter’s Guide” to 
help service men quickly diagnose re- 
irigerator troubles. This book shows 


what should be looked for first when 
any given symptom is encountered and 
how troubles can be corrected. 

The symptoms are divided into two 
ategories—those dealing with the cab- 
inet and those dealing with the system. 

For public utilities, dealer associations 
and others interested in setting up classes 
for the training of refrigerators service 
people, Kelvinator is providing in addi- 
tion a 48-page 
gives material on how 
conducted as well 
of suggested 


classes should be 


lectures to be used in 


Classes, 


JANUARY, 


as complete outlines | 


————— 





| 


instructor's manual which | 


| 


They are described in detail below. 


WESTINGHOUSE 


“Electric Refrigeration and Wartime 
Health” is the title of the Westinghouse 
Reference Handbook No. 3 of their edu- 
cational series. It contains a report of 
all the facts needed for a clear under- 
standing of electric refrigeration and 
what it has to do with the wartime 
health program. It has been reviewed 
by the Council of Foods and Nutrition 


of the American Medical Association 
and the Office of Defense Health and 
Welfare Services, Federal Security 
Agency. Free de sk copies are available 


to all teachers and home economists and 
additional quantities are available at 5c. 
a copy. 

Among other things, it contains a 
chart of recommended daily allowances 
for specific nutrients compiled by the 
Committee on Foods and Nutrition, Na- 
tional Research Council; recommended 
conditions for storage of different foods; 
definitions of refrigerator terms; effect 
of refrigeration on bacteria and vita- 
mins; helpful hints on buying food; rec- 
ommendations for storing foods in the 
home; helpful hints on food storage; 
care and use of your refrigerator; and 
an outline chart for a course of ‘study 
on foods and refrigeration. 


MODERN KITCHEN BUREAU 


The Modern Kitchen Bureau is plan- 
ning a series of full color, 24-sheet, out- 
door advertisements carrying the slogan 
“Lucky Me! I’m An American!” for local 
posting, to promote the sale of War 
Bonds and at the same time to remind 
the public of the value of electrical liv- 
ing now and in peace-time. Miniatures 
of the large posters for window and 
store display are now on sale at only 
$7 for 100. 


NEW EDUCATIONAL FILM 


“Fencing Electrically” a new 400 it. 
16 mim. silent movie film has just been 
completed by The Prime Manufacturing 
Co. of Milwaukee, Wis. This film, which 
is all in color, is a step by step story 
of the proper installation of an electric 
system and the proper use and care of 
that system. The information contained 
in it is particularly valuable during this 
wartime period of acute farm labor and 
material shortage. It is available with- 
out charge to dealers, agricultural in- 
structors, etc., for educational purposes. 


OPA 


An illustrated pamphlet, “How to Make 
Your Washing Machine Last Longer” 
was released recently by the Office of 
Price Administration and the Bureau of 
Home Economics of the Dept. of Agri- 
culture. 
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Colorado Establishes 
A Service Bureau 


DENVER~—Shortage of repair parts and 
of trained manpower should not be 
allowed to interfere with the providing 
of an adequate repair service for cus- 
tomers, in the belief of the Rocky Moun- 
tain Electrical League. The plan which 
this section of the country has adopted 
to meet this problem is the establish- 
ment of a Service Bureau which will 
list all personnel and material resources 
of dealers so that it will have a com- 
plete catalog of those firms equipped to 
do certain types of jobs. Dealers con- 
fronted with service problems they are 
unable to solve personally will therefore 
be able to refer the customer to a firm 
that can meet the need, by consulting 
this list. It may mean business for a 
competitor, but the rule works both 
ways—and later customers not on his 
usual list may be referred to him. 

New equipment will also be listed 
and — will be furnished with a 
record of shops carrying types of mer- 
dustin the customer may be seeking. 

This “information center” is the 
League’s answer to the problem which 
others are attempting to meet by estab- 
lishing training classes for repairmen. 
Such a program had been arranged for 
at Denver’s Opportunity School and 
jobs were waiting in electric shops for 
the trainees, when it was discovered 
that no applicants were available because 
of the government’s program of subsidiz- 
ing aprentices during the period of their 
training. It was further obvious that 
graduates would be snapped up by war 
industries at higher salaries than electri- 
cal repair shops could afford to pay. 

The present catalog exchange of serv- 
ices and enuipment is a brain child of 
the Dealer’s Division under Herb Names 
and of E. M. Rowland of the Public 
Service Company of Colorado 


Army Buying Attic Fans 


NEW YORK-—A survey is being made 
of all dealer and wholesaler stocks of 
attic fans, according to H. M. Brundage, 
New York deputy regional director in 
charge of materials and priorities WPB, 
as the Army interested in buying 
existing stocks. They can be sold only 


on purchase orders bearing a priority 
of A-1C or higher or to authorized 
government agencies, he declares. Those 


wishing to sell their stocks are requested 
to send inventories to the Fan Blower 
Section, General Industrial Equipment 
Branch, WPB, in Washington 








| 


| 





Heads New WPB Job 


Ralph J. Cordiner, former General Elec- 
tric executive and for the past three years 
president of Schick Incorporated, has been 
named to newly created WPB post of 
director general for war production schedul- 
ing. He will work directly under Charles E. 
Wilson, WPB vice-chairman. 


Stop Lamp and 
Shade Production 


WASHINGTON, D. C—WPB has 
halted production of portable electric 
lamps and shades containing critical ma- 
terial, effective immediately. Restrictions 
apply to all types, including floor, table 
and bed lamps. 

Production of wire-frame shades will 
be stopped Jan. 1. Until that time, wire 
frames for shades made of phenolic plas- 
tics, iron or steel which already are in 
manufacturers’ inventories may be used. 
Lamps and_ shades produced for the 
Army, Navy, Maritime Commission and 
War Shipping Administration are ex- 
empt, but certain restrictions are imposed 
on. use of critical materials for filling 
such orders. 


BEN JAFFE DIES IN PITTSBURG 

Death of Benjamin Jaffe, appliance 
manager of the J. A. Williams Co., 
Pittsburgh, occurred November 1. He 
was 43 years old and a graduate of the 
University of Pittsburgh. 


Knudsen Visits Philco 





Lt. General William S. Knudsen inspects production of communications equipment for 
the Army at one of Philco's plants. Joseph H. Gillies, Philco vice president in charge of 
radio production, points out one of the tests the equipment must undergo. On the right 
is John Merman, superintendent of the department. 
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“Oh, please, Mr. Martin!” 


If you’re a “one-man shop” with limited service experience, that’s no rea- 
son why you can’t handle—and profit from—the service on all Toastmaster 
appliances that are brought to you for repairs. You don’t have to be able 


to fix them yourself! 


All you need do is send them—complete with all parts—to the nearest 
Toastmaster authorized service station listed below. The repair work will be 
done for you, at the lowest possible prices consistent with good service 
work. You simply add your normal handling charge to the repair cost when 


billing your customers. 


If you do the repair work yourself, you may obtain the necessary new 
parts from the factory or a Toastmaster service station, provided you re- 


turn the old parts with your order. 


KEEP THESE POINTS IN MIND, WHICHEVER WAY 
YOU HANDLE TOASTMASTER SERVICE: 


% Check the operation of a Toastmaster appliance before starting 


to repair it or sending it out for repairs. 


Failure to operate prop- 


erly is often due to a poor connection caused by a faulty outlet. 


oe When shipping a Toastmaster appliance to an authorized service 
station, include a complete report of the customer’s complaint. 


% Explain that toasting too dark or too light is often caused by a 


variation of voltage in the power line. 


If changing the adjust- 


ment button setting does not correct the trouble, it is best to 
send the toaster to an authorized service station. 


% Be sure to pack Toastmaster* 


appliances carefully when shipping 


them, so that they will not be damaged in transit. 


FACTORY 
ee .McGraw Electric Co. 
FACTORY BRANCH SERVICE STATIONS 
Chicago, Ill... . 292 W. Adams St 
Detroit, Mich. . 446 Book Tower Bldg 


Los Angeles, Cal... 
New York, N.Y... 


1510 Santa Fe Ave. 
. 196 Lexington Ave., 10th fi 


AUTHORIZED SERVICE STATIONS 


Atlanta, Ga.. . ‘Georgia Power Co 


75 Marietta 

Baltimore, Md.. . --Balinere Electric Light Co 
W. Cold Spring Rd. 

Boston, Mass.. . ‘ Pheer Electric Co. 
18 Boylston St. 

Cincinnati, Ohio. .............Whittle Electric Co 


431 Hopkins St. 
Cleveland, Ohio. . Electric Repair & Construction Co 
811 Prospect Ave. 


Dales, TONER. 6s cccciccces. Douglass Electric Co 
1323 W. Davis St. 
PRR ticcuiuscdaased Midwest Wiring Co. 


323 W. Colfax Ave. 


Miami, Fic. -Florida Appliance Sales & Service 
75 /. Flagler St 

E. B. Kelly & Co 
214 S. Seventh St 
-Reliance Electric Co 
809 Camp St 


Minneapolis, Minn.. .. 


New Orleans, La... 


Philadelphia, Pa.. . Joseph T. Fewkes Co 
137 N. Twelfth St 

Pittsburgh, Pa.......... Quick Service Electric Co 
Jenkins Arcade Bidg 

Portland, Ore.......... Bressie Electric Co 
909 Southwest Fifth Ave. 
a ee? Crockery Co 
4 N. Ninth St. 

rer rrr ee J. . Zweiner Co 
229 “'B” St 


Seattle, Wash....... Appliance Parts & Service Co 
214 Stewart St 

Spokane, Wash.............. Maxwell-Franks Co 
619 First Ave. 
Radelfinger Bros 
544 Natoma St 


San Francisco, Cal.......... 


Te Gee OER... os cccceces Kaemmerlen Electric Co 

3 Hr Locust St 

Washington, D. C.... Ca iW. Dever 
2320 | Bth | 


TOASTMASTER 


**ToasTmasTER” is a registered trademark of McGraw Exectric Company, Toastmaster Products Division, 
Elgin, D1. Copyright 1943, McGraw Electric Co. 
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THEY FIT ALL RANGES, and with a small stock you 
can meet every need, with instant, on-the-spot 
service. 


THOUSANDS NOW IN SERVICE giving complete 
satisfaction in ranges everywhere. A quick-heating, 
economical, enduring unit, which has proven its 
quality under the test of several years in the 
kitchens of America. 


Replacement rings for Chromalox two and 


Keep ‘em cooking with Chromalox! 
three ring units, still available. 


Write us for details. 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 


MOTOR 


Aircraft 

















Type LDIB-1 


Type LD3R 





Aerial camera motor, 1/120 H.P. with 
speed of 6000 R.P.M. 
with ball bearings: diameter of housing 


Antennae reel motor, wound for 1/13 
H.P. at 8500 R.P.M.—either 12 or 24 volts. 
Equipped with ball bearings. Reve:sible 
(3 leads): diameter of housing 2.305"; 
overall leng‘h not including the shaft ex 
tension, 2 15/16": shaft-extension .765"; 
shaft diameter .250"; weight 1 Ib. 3 oz. 


SIGNAL TELEGRAPH INSTRUMENTS 


SIGNAL Wireless and Telegraph Instruments are playing 
an important part in the war effort. Constructed acco-zding 
to exacting specifications, they are 
used in many branches of the 
service and are recognized for 
their high quality and depend- 
ability. 


12 volts. Equipped 


2 3/16": overall length not including shaft 
37/32": shaft extension 1”; shaft diameter 
.1875" (3/16 


ts 


weight 14 oz. Wrinkle finish. 


52 










]-38 Key 
#112-S Sounder 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 








Offices in all principal cities. SW-37 Relay 
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Hartford Has Post-War 
Appliance Purchase Plan 


Payments Made Through Bank—Invested in War Bonds 


HARTFORD—Hartford Electric Light 
Co. has announced a plan making it pos- 
sible for its customers to place advance 
orders for electric refrigerators, ranges 
and water heaters, and thus get in line 
for early deliveries on attractive terms 
after the war. Present investment of the 
customer’s payments under this plan in 
government bonds is contemplated to 
assist the war effort and combat inflation. 

The company’s announcement points out 
that present shortages of labor and ma- 
terials make it difficult if not impossible 
for customers to obtain such articles. Old 
equipment is wearing out and must be re- 
placed. New homes are needing large 


prices become available, firm orders will 
be made out in the usual manner. The 
company does not merchandise appliances. 
Advance orders are to be cancellable, with 
all payments being returned to the cus- 
tomer, who would forfeit only the benefits 
of early delivery, discounts etc. While 
the plan is being made possible by the 
Hartford Company, the sales will be made 
by local electrical dealers. Certificates of 
purchase are in process of being printed 
and the plan will be offered in detail by 
dealers, through whom particulars will 
shortly be announced. Discounts and in- 
stallation allowances to dealers will be 
applied to such advance purchases, because 
amounts of such equipment and new de- | of the benefits to industry generally in 
signs based on war production develop- planning ahead. 
ments will outmode much present appara- | In its preliminary announcement, the 
tus. After the war the public will have | company pointed out that government 
many needs, all of which must be satis- | economists have repeatedly warned con- 
fied when production again becomes pos- | cerning the dangers of inflation when pur- 
sible for civilian use. It is through ad- | chasing power exceeds the supply of avail- 
varice saving and orderly planning as | able goods. The OPA at Washington 
contemplated under this program that | has been developing an elaborate plan for 
customers will be able to apply present | post-war deliveries of motor cars, pianos, 
earnings to specific purchases for post- | refrigerators and other merchandise to 
wae delivers be paid for out of present earnings with 
Payments will be made to the Hartford- | the foregoing objective, as well as to build 
National Bank & Trust Co., which will | up a backlog of orders to re-employ the 
invest the funds in U. S. bonds and send | necessary post-war labor and aid in avert- 
out notices of installments, these to be | ™Z post-war depression. 
rranged as far as possible to fit cus- 
tomers’ individual pocketbooks. The plan ° 
contemplates that orders will be taken 
r lump sums roughly corresponding to 
e-war prices. Later, when models and 


Gets Action With 
Floor Coverings 


NEW ORLEANS—The Radio Specialty 
Corp., New Orleans, Zenith distributors, 
has found its sales personnel fits naturally 
into the distribution of Sandora floor 
coverings, J. Cristagora, president and 
general manager, reports. Other new 
lines are Kisco fans and Stor-a-Dor 
wardrobes and ice refrigerators. 


Gets Westinghouse Order 
of Merit 


| Fahey Tops the "Jaycees” 


| 





William J. Russell, manager engineering for 
Westinghouse Appliance Division, Mans- 
field, O., was awarded the Westinghouse 
Order of Merit—a certificate of honor list- 
ing his achievements and a bronze medal 
designed by Rene Chambellan—at special 
ceremonies at Mansfield, for “his vision and 
engineering ability in the field of home ap- 
pliances; for his broad understanding of the 
numerous problems involved in the distribu- 
tion of consumer's durable goods; and for 
his contributions to the design of ordnance 
products for the U. S. government.” 





Special honors were awarded to James 
L. Fahey, Salt Lake district operating 
manager of the General Electric Sup- 
ply Corporation, when he was selected 
as “the outstanding president in the 
° Utah State Jaycee organization” at its 
recent annual convention. Mr. Fahey, 
who has been a member of the Salt 
Lake Junior of Commerce for five years, 
heading it as president during 1941-42, 
has also served as national chairman of 
Christmas activities for the United States 
Junior Chamber of Commerce. It was 
under his chairmanship of the local com- 
mittee that Salt Lake won first prize for 
having the outstanding Christmas light- 
ing program among more than 1,000 
Jaycee Clubs in the United States. Since 
that time Salt Lake has won the trophy 
for three consecutive years. 


White and Schauber 
Add New Lines 


PATERSON, N. J 


White and 


\ look at the stock 
Schauber Inc., Paterson, 
! shows which way the retailing 

ind is blowing. Formerly distributors 
for Stewart-Warner radio, Round Oak 
electric ranges, Cory coffee makers, Uni- 
versal appilarices Telechron clocks and 
Proctor products, they have burgeoned 
out into electrical contractor supplies, 
carpets, furniture, rugs and are carrying 
m with items undreamed of a year ago. | 
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Laura McCall 
Award Continued 


Other Awards Out in ‘43 


NEW YORK—The annual Laura McCall 
Award for electric light and power com- 
panies’ home service activity, given by 
McCall's Magazine and presented through 
Edison Electric Institute, will be con- 
tinued this year. All other prize awards 
administered by EEI have been discon- 
tinued 

Although home service activities of 
utilities have been curtailed, there is an 
important job for home service directors 
in promoting the National Nutrition Pro 
gram, McCall's says, in helping house 
wives adjust to war-time living conditions, 
and in helping to educate home makers in 
the care and maintenance of appliance, 
fuse replacement and the like. The Laura 
McCall Award, therefore, will not only be 
continued, but the number of prizes will 
be increased from three to five 

The prizes, consisting of an engraved 
plaque and four illuminated parchments, 
supplemented by war bonds, will be pre- 
sented to the companies and to individuals 
in those companies who have made the 
most outstanding contribution. to the war 
effort in 1942 


Gilchrist Retires 
In Chicago 


CHICAGO—After 55 years of service 
with the Commonwealth Edison Com- 
pany, John F.. Gilchrist, vice president, 
Commonwealth Edison Co., retired De- 
cember 31st. Joining the Commonwealth 
Edison Co. only a few months after it was 
organized in 1887, he played a prominent 
part in the advancement of the commercial 
side of the business. Mr. Gilchrist will 
still be active as chairman of the board of 
directors, Chicago & Illinois Midland 
Railway Company, a Commonwealth Edi- 
son subsidiary. 

He is succeeded by John W. Evers Jr., 
secretary of the company, who was elected 
vice president to fill the vacancy thus 
created. Mr. Evers will have charge of 
the purchasing and stores and transporta- 
tion departments, and will continue as sec- 
retary. Mr. Evers himself has been with 
the company 29 years. 


Zenith Places Its Sales Force 


Reasoning that salesmen who had spent 
years contacting distributors and dealers 
were well suited for war work, Zenith 
Radio Corp., has at last succeeded in 
placing most of its men in positions of 
this sort, J. J. Nance, vice president and 
director of sales, recently announced. 

Jim H. Hickey and J. H. Souther are 
in Washington, D. C., Jim managing the 
Zenith Washington office. C. J. Pagel, 
J. H. McKee, and G. A. Lyons of Chi- 
cago operate the contacts at the home 
office on all contracts. R. I. MacClelland 
and H. H. Sheldon are primarily con- 
cerned with a smooth, fast flow of raw 
and finished materials at the Zenith 
plant. W. A. Shirk, R. L. Hoefler, E. 
F. Lindgren and L. W. Sturdevant still 
form a wartime sales force. 


Duo Therm Announces 
National Advertising 


LANSING, MICH.—Although the Duo- 
Therm Division of Motor Wheel Corp. 
has suspended production of fuel oil ap- 
pliances for the duration of the war, 
the company is continuing its national 
magazine advertising program as a means 
of protecting the present and post-war 
value of the Duo-Therm distributor and 
dealer franchise. Life Magazine and 
Farm Journal have been selected to carry 
the company’s present campaign. 




















OU can’t keep a good washer down—not 

when Uncle Sam sounds the call to arms. 
And so this group of 19 “over-age” Easy 
Washers, which had been due for retirement, 
are going back on the job to serve the UV. S. 
Army. Being rebuilt by J. J. Pocock Co. of 
Philadelphia, at the special order of the 
Quartermaster’s Department, they will be 
assigned to duty with the men who are build- 
ing the great Alcan Highway in Alaska. 
Naturally we're proud of these veterans. 
They already have seen a lot of service. 
And after reconditioning they'll be ready to 
serve for a long time to come. 
Today, Easy owners have come to appreciate 
more than ever the rugged Easy qualities 
which make possible service records of 20 
years and more. When we're able to build 
Easys once again, honest quality and endur- 
ing sturdiness will again be our first concern. 
Meanwhile, take pride in the job you are do- 
ing to keep the washers of your community 
in good repair. We well know the difficulties 


RECALLED TO 


ACTIVE SERVICE 
on the 


ALASKAN FRONT 


and handicaps under which you work. 
So, while our manufacturing facilities are 


100% “at war,” we still are doing our best 
to lighten the burden for you. 

We're maintaining our advertising. We're 
moving heaven and earth to keep vital 
repair parts moving to you. We’ve worked 
out a Wartime Service Plan which will help 
you solve today’s problems and build for the 
future. 

Write for full information on Easy wartime 
dealer helps. Address Dept. M-1, Easy 
Washing Machine Corp., Syracuse, N. Y. 








ELECTRICAL MERCHANDISING—JANUARY, 1943 


PAGE 61 








SANA flMsiwG We don’t want to boast, but 
_ SANS. when we've “cracked up an 


Axis”, Proctor men and wo- 
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Zz 
















men will be better mechanics 
than before the war. Rightnow 
they are learning the hard 
way— delicate precision jobs 
\ —long hours —their heart in 
. their work and their cash in 

¥ | war bonds. Each has an ambi- 
tion to write his name and 

that of Proctor on an “Appli- 
ance” that will help end the 
mess the world is in. 


e 
PR rel? TO 
WEAVER LOT 


spEED IRON 


> 


~ 
e 


Proctor Repair Parts and 
Service are —and will 
continue to be —readily 
available. 


THE M087 ADVERTISED - 
LRON (NV ANER'CA 


PROCTOR ELECTRIC COMPANY, Sales Division, Proctor & Schwartz, Inc., Phila. + Est. 1883 








The time to plan the harvest is 
when the ground is blanketed. 


The blanketing effect of present 
war demands should heighten 
rather than dim the vision of 
normal trade harvest. 


Data on alloys for electrical resistance 


are available for your post-war planning 


DRIVER-HARRIS COMPANY 
HARRISON, N. J 
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Detroit Good Housekeeping Shop 
Closes Neighborhood Branches 


DETROIT—The following letter has We still have a limited number of gas and 
been sent by The Good Housekeeping electric stoves and a few radios. When 
Shop, Detroit, Mich., long established these are gone there will be no more for 
chain of appliance retailing stores, to its the duration. 

customers announcing the closing of their “Some day, this war, like all of the 


| neighborhood stores as of the first of others we have been forced to engage 








the year for the duration: in, will be won; and with this thought in 
mind, we are now planning a better Good 
is is eto ebsen deck ol eieeei tad Housekeeping Shop. Our first step was 
a aiiaiey dies chaniaar at > rae e the purchasing of a six story building on 
Sood sores as cf Jenny Li Remar? Arete, ent ston from the JL 
ponte = 7 ve udson Ci This store will be our new 
Without exception, the manufacturers home after Tanuary Ist. We cordiallv ex- 
who served you and us, are now engaged tend to you an invitation to visit us there 
exclusively in the manufacture of war ma- “We would ask that you arrange to 
terials; Frigidaire are making guns and = make al! nemmiene as well as to place all 
shells; Kelvinator are making motors and pa an at this new ‘location. The 
propellors; Easy are making shells and phone number remains Randolph 9850. 


gun mounts; and so goes the entire list. “When this war is won, and God grant 
Each doing everything possible to supply that it may be soon, we will reopen a 
our men with the implements necessary to tore in your neighborhood, where we 
wit $ ’ , > of i 
~~ ‘ray war. é « hope to have the opportunity of serving 
ur stock ot washers, reirigerators, you, our friends, again. ‘Til Victory 
ironers, sewing machines, and of most of . : 
the smaller devices has been exhausted. Tue Gcop HouseKeEEPING SHop.” 


“Dear Customer: 











WHERE TO BUY 


Parts, Service & Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 


$1 per ne. “> Snnevtien. —~ $12.50 per inch per insertion. Contract 
charge $4.00. rat line in small black rate on request. (An advertising inch 
face type.) Fractions of a line count es : oe gy yes 


as a line. Discount of 10% if full pay- is measured vertically %” on one cel- 
ment is made in advance for 4 con- umn. There are 4 columns—48 inches 
secutive insertions of undisplayed ads. to a page.) 
























WASHING MACHINE REPLACEMENT PARTS 


TO EACH AND EVERYONE THE BEST OF 
SEASONS GREETINGS 


She FRANTZ MANUFACTURING @ mies 3ias 














Your inquiry | SPECIALTIES 

will bave special value... 

Se le Oe meee sen ween ot ll. Coane wun dane thee 5 
Mes but, more important, this proof of active | Vacuum Cleaner Bags, Ironing Beard pads 
reader interest will demonstrate to the advertiser | and covers, washer and ironer cevers. Ohio 
sy Sar te ee abe. for—the vital serv- Textile Specialty Co., W. $4th, Cleveland, O. 











Do WE HAVE THE 
RIGHT ADDRESS? 


If you've moved recently or are planning a 
change, let us know now so that copies of Electri- 
cal Merchandising will continue to be delivered to 
you promptly. Use this coupon or a penny post- 
card. 


Your name...... Oe Ee eT Se ere 
Old address...... pitted Wetabetenncnsausted onde cddbbed hs sdan bhpenees base 
Cty Gad GOO. ccc ccccccccccccccccccccccccvcccccvcnscccceccccsceseeees 


CN CA ivids cecadavkseees due tderes dandeeudvans tae kteseeswasauss 





MAIL TO McGraw-Hill Publishing Company, Inc. 
Circulation Department 
330 West 42nd Street N. Y., N. Y. 


JANUARY, 1943—ELECTRICAL MERCHANDISING 


ie ea me 


= 


















































































Wins WPB Award 
) 
‘Ss INDEX TO ADVERTISERS | | 
nd , 
= January, 1943 
he 
ge American Central Mfg. Corp 54 
Be Apex Electrical Mfg. Co. 
"as Inside Front Cover 
on 
L. 
pa Bendix Home Appliances, Inc 39 
a. Blackstone Corporation 58 
to Briggs & Stratton Corp 45 
all ; | Inspecting the new turret are Brig. Gen- 
‘he } Cleveland C | a eral ag gt a ae 
ti + " Al de: m . Chief o uss 
a tel Qapeentiee Sie Cas: aS Surprise NP! Le Cena He ak, Ark 
4 € of . _— A orces, a d 
la Crosley Corporation, The 49 Galenel Alonso eae. 7 . v 
we 99 
ng ene ee ee | Package 
. Motors Corp. . 48 Paul Revere, 28 year old Westinghouse war “ ‘ 
DetwerPlents Go, .... 62 | worker gets WPB's Award of Individual airmen. 
— § Production Merit, for suggested improve- s ut enemy a 
= , edie: Wan ments which cut 45 minutes daily from time dh wipe 0 
’ ; ee a 6 required to manufacture tungsten for wire H™ is a powerful new 
q Economaster Products Co., Inc 63 filaments for lamps and electronic *tubes. (Goat “stinger”, or gun turret 
ee , i v3 ay with heavy 50 calibre fire power, for our big 
hae sien . bombers. These turrets, projecting from the bot- 
General Electric Co. 17, 18, 19, 41 Zenith Reports Earnings tom of the ship, will protect them from enemy 
The Zen; rede a fighters and interceptors approaching from below. 
| . g P Pp g 
Graybar Electric Co 56 The Zenith Radio Corp. reports an 
estimated consolidated operating profit Many of the vital parts of Airplane Turrets are 
for the first six months ended October : ; ees 
Hoskins Mfg. Co 55 31, 1942 of its current fiscal year, amount- being made by Voss Employees in their all-out 
- | ing to $2,010,109 aiter depreciation, ex- effort for Victo: 
| : 25 cise taxes and reserves, but before - 
—_ | isio or fe "Te i ~( “ € >xcess 
ome Stasley Mladiies Otc. of Bestte an — federal income and excess | voss BROS. MFG. C0. —— 
Household Utilities Corp 28 Federal Income and Excess Profits . / 
| Taxes on this profit are estimated at FROM WASHING MACHINES TO GUN 
| $954,403. 
Kelvinator, Div. of Nash-Kelvina- PAWS TURRETS POR VICTORY 
tor Corporation Back Cover * 
| 
3 . . 
Leonard Division, Nash-Kelvina- Nash Kelvinator Earnings 
tor Corp. .... dd | DETROIT—Nash-Kelvinator Corp. an- 
| nounced November 26 a net profit of d m im S 0 
McGraw Electric Co., Toastmas- | $3,828,755 for the fiscal year ending 
— . | Sept. 30, 1942, after all charges for 
. ter Products Div -- # depreciation, reserves and taxes. This is 
pads equal to 89c. a share and compares 
Obie Meadows Div. of Electric House- with a profit of $4,617,052 for the peak OF |! Hit ler! 
aioe hold Utilities Corp ute as. ae year 1940-41. 
. 
: Norge Division Borg - Warner 
! GOP wen esncercrnceesecene David S. Youngholm Dies 
Ohio Textile Specialty C — BLOOMFIELD, N. J.—David_ S. 
ably ee Youngholm, vice president of the West- 
inghouse Electric & Mfg. Co. in charge 
Parts, Services & Accessories 62 of the company’s Lamp Division, Bloom- 
. . field, N. J., died recently from a sudden 
Philco Corporation E pcwne ae heart attack. He was 53. 
Premier Division, Electric Vacuum | 
Cleaners Co., Inc........ oar 
Proctor Electric Co............ 62 
Machine guns, anti-aircraft guns, rifles, cannon, pistols . . . they're all mak- 
Rubibtes & Myers, tne 57 ing things mighty hot for Hitler right now. And because it's more important 
} to make things hot for Hitler than to make things warm for America, 
t i e 
Signal Electric Mfg. Co 60 Economaster materials are now going into those guns 
When things get too hot for Der Fuehrer, though, and the ratzies beg for 
‘ peace, Economaster will be back again, giving quick, healthful, economical 
U. S. Machine Corp 44 
| heat for your customers—quick, profitable sales for you. 
Voss Bros. Mfg. Co. 63 
| ECONOMASTER (OUR oO 
Westinghouse Elec. & Mfg. Co. 
20, 3, 32, 33, Inside Back Cover PRODUCTS COMPANY 
a . . 
During a career of more than 33 years 
_ Where To Buy...... oe 62 with Westinghouse, Mr. Youngholm be- F Appli ° izati 
Wiegand Co., Edwin L........ 60 came a nationally known authority and A Tennessee Valley Appliance Organization 
oe . executive in the lighting industry. Under 
his direction the Westinghouse Lamp Di- 117-119 NINTH AVE. NO. NASHVILLE TENN. 
Zenith Radio Corp + a> ae vision was converted to 95 per cent war . ’ 
d production, following President Roose- PLANT AT SHELBYVILLE, TENN. 
f. velt’s declaration of the national emer- 
gency 
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Life in Cambridge, W1s. a 
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Bears Out the Change MERCHANDISING 
Cc 
° & I] , \ Pp Vol. 69 No. | 
‘4 y ri ° * 
In ‘ ma OW n At tern Publication Office, 99-129? North Broadway, Albany, N. Y. 
Editorial and Business Offices, 330 W. 42nd St., New York, N. Y. 
H. W. MATEER L. E. MOFFATT 
Publisher Editor 
_— os 3 , os LAURENCE WRAY, Managing Editor ANNA A. NOONE, Home Appliance Editor 
Ju! N ga ! ratio! t u | pretty good job of fixing a HARRY PHILLIPS, Art Director MARGUERITE COOK, Market Analyst 
’ villas ind ross-roads met porch or repairing a barn. His stand W. W. MacDONALD, Consulting Radio Editor 
: ‘ - ; a p , TOM F. BLACKBURN, Chicago Editor, 520 N. Michigan Ave. 
chant hgure s DU ird pay had been 40¢ an hour, ample CLOTILDE GRUNSKY, San Francisco Editor, 68 Post St 
unt of people considering his speed and work. The | DISTRICT MANAGERS 
; ' “eae —_ . R. H. FLYNN—New York & New England Chicago—C. D. WARDNER 
taying at me, writes Louis ( ymetown Handy Andy repairman got L. P. CANTY—Cleveland Philadelphia—F. P, COYLE 
Frencl I é Vilwaukee lournal. ij b in Madison as a real carpenter, 
Yet a \ t by M French to the vil ind did he ever come back to sound 
lag ¥§ Cambridge, Wis. (pop 577 ) ff to skeptical people to show a check 
\ i picture of some of the monkey for $105 for a week’s work! ; 
enches being thrown in small town Che business men in Cambridge are JANUARY 1943 
chandising not so concerned over the lost purchas . 
There is not a skilled electrician ing power as they are over not being 
‘ ‘ - 7 = 1 hl ol +7 nerch- ise “4 » 
ft in the tow 1 full time able to obtain me rchandise to fill or War Year By L. E. Moffatt y 
umber. The two radio and electrical ders. You really had to be on the 
ips are closed, one with the stock early bird list to get a shotgun shell 
1 intact. Robert Stewart of the for pheasant hunting and the hardware 
Stewart Electric Company just locked man usually did a brisk business on Ten Year Sales & Retail Value 2 
the door and put on a uniform. After hunting supplies 
e Cohl, the helper quit, Garvin P. C. Westphal owns the Cam 
Wallace went to Texas for defense bridge Hardware store. He’s about How the Market is Divided 4 
rk holding his own but he has his prob- 
The garage owners are out of luck lems. First he shows the catalog with 
ew cars but thev would almost items listed as being available: then | ° 
ve their right hand to find and hold he digs out an order sheet sent in early Index of Public Acceptance 
lled mechanics. Allen Lee and Gray- in the summer. Then he lists the 
Carpenter, running a garage and merchandise received. There is about 
‘ = . . . . . 
ry, formerly had five aS much missing in the order as he Government Orders Controlling Appliance Pro- 
nics busy full time. Now the obtains. . ' 
silanes 7 as = duction & Sale—A Year's Summary ae 
one I've got more than $2,000 tied up 
t is the business you want to d in frozen merchandise, goods people 
1 cannot.” savs Carpenter. “Nor come in daily to order and I cannot 
- 7 “ 1" , ; ‘ : é 8 
v we ¢ 16 to 18 tractors a vear se] Now if that manila rope is needed LOCAL MARKET DATA 
\\ t five this vear Che rush of re- tor war, I wish they would put it to NEW ENGLAND SOUTH ATLANTIC PACIFIC COAST 
yusine mal up for that. Now vork. It is not helping by collecting Rutland, vt. — Washington, 2. c. Southern Cailfornia 
net nn A c. i. oneness = lic t metal : - . ss ‘ anchester, ° . aleigh, ° . . 
ney , , : ee and te : phat netal piping people want Waterbury, Conn. Miami, Fla. sedan 
ind Sundays trying to fill a part for bottle gas is not doing anyone any St. Petersburg, Fla. Les Anacies 
tt Aaa citi een: ak ite ; "4 MIDDLE ATLANTIC > die 
sig cap . ; : ‘ - Rochester, N. Y. EAST SO. CENTRAL Sleadele 
( ne out a vet Arthur Iverson vho runs the drug Poughkeepsie, N. Y. Bove: 
: : : ‘ : . hiladelphia. Pa. Louisville, Ky. Alameda 
tore Irv g notions. glass store, is all smiles. His business is — a.) J Knoxville, Tenn Modesto 
| . gla ’ i l I over, N. J. ~ ' 
clothing and a rear in much better. When the dime store Asbury Park, N. J. netenssen, Teen. San Francisco 
. NT Ar ae ' . , , Allentown, Pa. Birmingham, Ala. California-Oregon 
For 30 vear is rut icross the street burned down he put Pittsburgh, Pa. Baker, Ore. 
t e of tl ld-t I til the popular items in his own EAST NORTH CENTRAL WEST SO. CENTRAL Eugene, Ore. 
theraad nd thing tucl tore When the corner grocery New Orleans, La Portland, Ore. 
' id Case and Ching’s Stuck len ; le corner grocery store oceans &. Houston, Texas Albany, Ore 
= =o he tusinecs sed he rushed over an “hacer ea, We 
here Ch usin lose u | ‘ ind purcha ed egg oe sean? Sound : 
tes back t loseph Slage. who the containers, the stock of paper Indianapolis, Ind. MOUNTAIN Seattl " Wash, 
p] refer ft ' | | } nd eo 4 . Central Ill. Phoenix, Ariz. attle, Wash. 
rie ‘ Grandpa Slagg vcicle core merchandise. Jackson, Mich. Colorado Spokane, Wash 
M lanked is Cambridge still has its two physi Chicago, Ill. So. Colorado ; Pacific Northwest 
. 9 ‘ Sage FEM ca int Rawlins, Wyoming Vancouver, B. C. 
p run t cial ind dentists, but many of the WEST NORTH CENTRAL Sheridan, Wyoming Victoria, 8. C. 
cot uni s neart re ‘thout m Kansas City, Mo. Salt Lake City 
J | 3 init es nearby are without many St. Louis, a Reno, Nev. 
itll rie Si, the popcorn mart cto and those on the job are dou Huron, S. D. Idaho 
that ¢ their work 
r Even the farmer is hit. When he 
Saturday night had an automobile and plenty of gas Ideas ° ° ” 
\ tl is a venerable vasn't so interested in a telephone 
) carpenter who for years made Now he demands a telephone and can’t 
noade ne. Everyone including th ret it because of restrictions poe ° 
ata dead eA coomiige Beetle seme In one Big Post War Boom | 50 
f rs kne vas faking in look uilding vou can count 24 new tractor 
t but ven time he tires and a stock of tubes representing | 
investment of $1,600. Farmers or- ; 
fy a es lee ate eee ake 53 
Cll Te Ha 1 year ago. 
Now they are frozen stock. Every | 
seeeeeceee seeeeeeee sence *. tire ana tube has been setting on the 
H ‘ ene 
s floor for about a year. He learned New Positions tee e ete ee ee eeees tee ieee OF 
. 1 T 
CHANGE OF ADDRESS : hat this is generally true among the | 
3RAW-HILL PUBLISHING COMPANY . = ee aes oe 
West 42nd Street, New York, N. Y. he electrical appliance man is not | 
in cele cme tn he hit ter the 
xctor of Circulation: t uy a ve hit by the war 
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lease change my address on Electrical Merchandising ! Camb ilge it has come home to 


ry firm and family in the village. ci 
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